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Interview with Philippe Gas
Chief Executive Officer, Euro Disney S.A.S.

“We continue  
to dream, to innovate 
and to develop  
our resort.”

What is your assessment of the past year?

Philippe Gas : 2010 is 
essentially a story of a year 
divided into two halves for 

the Group. The first half of the year continued to be 
impacted by the economic challenges in our key markets. 
This situation resulted in lower attendance and occupancy 
for our first semester, with consumers prudent on spen-
ding combined with unfavourable Euro-British Pound 
exchange rates. In contrast, the Group’s performance 
significantly improved during the second half of the year, 
during which we achieved the highest attendance of any 
second semester since our opening in 1992. 

We continued to create magical moments for our guests 
with the Disney new generation festival, the opening of 
Toy Story Playland (1) in the Walt Disney Studios Park and 
the guest service offered by our Cast Members. By the 
end of the year we had recorded not only strong atten-
dance figures, but also a growth in guest spending. 

This is an encouraging finish when looking ahead to the 
2011 fiscal year. We are in a phase now where we are star-
ting to see signs of an economic recovery. Furthermore, 
we have committed to an extension of our 20-year 
partnership with the French public authorities.

What does the Amendment to the Main 
Agreement(2) bring you?

PG : With this new framework we can develop a vision 
for the next twenty years and plan ambitious projects for 
our destination. We will continue to concentrate our efforts 
on driving sustainable growth for our resort business, while 
remaining focused on the quality of the Disney experience.  

We are looking forward to the years ahead with optimism 
and enthusiasm as a result of strong demand for our 
destination and the multitude of projects we are planning. 
The signature of this amendment gives us the means to 
continue to dream, to innovate and to develop our resort.

An International  
Management Team

Philippe Gas
CEO, Euro Disney S.A.S.
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Federico Gonzalez
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and Chief Operating Officer

Norbert Stiekema
Senior Vice President, Sales and Distribution

Jeff Archambault
Vice President, Communications

Francis Borezée
Vice President,  
Resort and Real Estate Development

Andrew de Csilléry
Vice President, Strategy and Development

Daniel Dreux
Vice President, Human Resources

Julien Kauffmann
Vice President,  
Revenue Management and Analytics

Thierry Leleu
Vice President, External Relations

François Pinon
Vice President and General Counsel

We have managed 
the economic situa-
tion over the past 
two years by main-

taining financial discipline while making no short-term 
decisions that could impact the fundamental attractiveness 
of our resort offer. We are confident that our business 
model is solid and that we are well positioned to benefit 
from the economic recovery and grow our business. This 
will allow us to generate enough cash in the coming years 
to invest in our assets and repay our borrowings, consis-
tent with the scheduled maturities.

Throughout this difficult economic period, we remained 
strongly committed to being both a socially responsible 
employer as well as a leader in the promotion of French 
tourism. In 2010 we chose to maintain the level of our 
permanent employees and their purchasing power. We 
also pursued partnerships with local associations and initia-
tives that assist the unemployed in our region. Conscious 
of our leadership position as Europe’s number one tourist 
destination, we continue to work on promoting the tourism 
attractiveness of France. We do so by developing and 
implementing training programs in the various hospitality 
professions for our cast and by pursuing major, innovative 
tourism projects for the future that will continue to reinforce 
France’s leadership in the world tourism market.

What are your priority objectives for the 
2011 fiscal year? 

PG : In 2011, our objective is to 
continue to improve our perfor-
mance by bui lding on the 

positive trends seen in the second half of 2010, within an 
economic context that we hope will continue to recover. 
The European economy and the tourism and travel indus-
tries are expected to improve gradually in 2011. However, 
there is still considerable uncertainty regarding the 
economic recovery and we will remain cautious as we look 
ahead. 

To achieve our objectives, we strive to be one step ahead 
as the benchmark for family entertainment by offering new 
adventures to our guests, and providing them an expe-
rience that makes them want to come back time and 
again. We will continue to offer our guests top quality 
entertainment, full of thrills and emotion. The year 2011 
will once again be the opportunity to come experience 
unforgettable moments at Disneyland Paris, with celebra-
tions that are a “must do” for everyone.

Experienced  
and Responsible 
Management 

A Story of 
Two Halves

Ongoing  
Innovation

(1)  Inspired by Disney•Pixar film Toy Story,
(2)  Amendment to the Main Agreement of March 24, 1987 which created 

Euro Disneyland in France
More information...
http://corporate.disneylandparis.com 54
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CONSOLIDATED REVENUE IS UP
After a first half of the year affected by the 
difficult economic context and challenging 
travel and public transport conditions, the 
Group’s performance improved notably in the 
second semester. 

Indeed, after the launch of Disney’s New 
Generation Festival in April, Parks attendance 
and Hotel occupancy increased substantially, 
as did guest spending. 

The year ended with a 4% increase in consoli-
dated revenues, thanks in particular to the sale 
of a real estate property in Val d’Europe.

The revenue generated by Resort activities, 
our core business, increased slightly to 
€1,216.1 million. Theme Parks revenues 
declined by €2.9 million to €685.3 million, 
primarily resulting from a 3% decrease in atten-
dance. The decrease in attendance was 
generated during the first half of the year.  
It reflected fewer guests visiting from the 
United Kingdom, Belgium and the Netherlands, 
partially offset by more guests visiting from 
France. 

This decline in attendance was partially 
compensated by a 2% increase in the average 
spending per guest, due to higher spending 
on admissions and food and beverage. 

Hotels and Disney® Village revenues increased 
by €5.5 million to €480.2 million, primarily due 

to a 4% increase in average spending per 
room. This increase in average spending per 
room reflected higher daily room rates and 
spending on food and beverage, and was 
partially offset by a 1.9 percentage point 
decrease in hotel occupancy. This decrease 
was driven by fewer guests visiting from the 
United Kingdom and lower group activity, 
partially offset by more French and Spanish 
guests staying overnight.

A SIGNIFICANT REAL ESTATE 
TRANSACTION
The increase in consolidated revenue also 
reflects an increase of €41.9 million compared 
to the prior-year period in real estate develop-
ment operating segment revenues, as the 
Group recognized €47 million from the sale of  
a property on which the Val d’Europe commer-
cial centre is located. The positive impact  
of this transaction was partially offset by lower 
revenues from other real estate transactions.

OPTIMISING RESOURCES 
AND CONTROLLING COSTS
We managed our cost and expense levels 
responsibly, as our teams remained focused on 
key priorities while addressing the needs of 
our various business segments.

Direct operating costs increased €32.8 million 
compared to the prior-year period. This was  
primarily due to higher costs of sales, notably 

related to the property sale in Val d’Europe, 
and labour rate inflation. Partially offsetting this 
increase were lower business taxes and volume 
related costs. 

Marketing and sales expenses increased  
€1.7 million compared to the prior-year period 
primarily due to new system developments. 
General and administrative expenses increased 
€3.1 million compared to the prior-year period 
mainly due to labour rate inflation.

REDUCTION IN NET LOSS  
AND LOWER IN WORKING CAPITAL 
REQUIREMENTS
For the fiscal year, the Group reduced its net 
loss to €45.2 million and improved its free  
cash flow to €149.9 million euros. This impro-
vement resulted from lower working capital 
requirements and cash proceeds from the 
property sale in Val d’Europe. 

Changes in working capital were driven by the 
deferrals into long-term debt of €70.2 million 
of royalties, management fees and interest 
with respect to fiscal year 2009. 

Cash used for investing activities, primarily 
linked to Toy Story Playland * , totalled €86.8 
million. 

Finally, the Group used €89.9 million of cash  
in repaying bank borrowings in accordance 
with scheduled maturities.

In an economic context that remained difficult in our key markets, Parks 
attendance reached 15 million visits this year and we achieved 85.4% 
occupancy in our hotels. 

2010’s objective was to gradually increase guest spending, while 
maintaining a strong level of attendance.

7
(1) EBITDA (Earnings Before Interest, Taxes, Depreciation and Amortization) and Free cash flow (cash generated by operating activities less cash used in investing activities) are not 
measures of financial performance defined under IFRS, and should not be viewed as substitutes for operating margin, net profit/loss) or operating cash flows  
in evaluating the Group’s financial results. However, Management believes that EBITDA and Free cash flow are useful tools for evaluating the Group’s performance.

*  Inspired by Disney•Pixar film Toy Story,
© Disney•Pixar - Slinky ® Dog is a registered trademark of Poof-Slinky, Inc. All rights reserved.

**  Master Agreement dated March 24, 1987. 
© Disney•Pixar

A SOLID CASH POSITION 
FOR THE FUTURE
The Group ended the fiscal year with a solid 
cash position of €400 million. Management 
believes the Group has adequate cash and 
liquidity to continue to invest in the guest 
experience while at the same time respecting 
the current debt payment schedule.

THE POSITIVE IMPACT  
OF THE AMENDMENT  
TO THE MAIN AGREEMENT
In addition to the development of the Resort, 
the Amendment to the Main Agreement**  
modifies the allocation of some land entitle-
ments with respect to the in i t ia l  1987 
Agreement, resulting in increased strategic 
value for the Group. 

The Amendment to the Main Agreement also 
allows  the balanced growth of the urban centre 
of Val d’Europe to continue, and the develop-
ment, in partnership with the Pierre & Vacances 
Center Parcs Group of an innovative eco- 
tourism project: Villages Nature.

2008 2009 2010

15.4

THEME PARKS ATTENDANCE  
(VISITS IN MILLIONS)

15.0
15.3

2008 2009 2010

HOTELS OCCUPANCY  
RATE

85.4%

90.9%
87.3%

2008 2009 2010

AVERAGE SPENDING PER ROOM  
(IN EUROS, ExCLUDING VTA)

211.39

201.24
209.78

2008 2009 2010

45.30

AVERAGE SPENDING PER GUEST  
(IN EUROS, ExCLUDING VAT)

46.32

44.22

key financial highlights F i s c a l  y e a r
(E in millions) 2010 2009 2008

revenues 1,275.9 1,230.6 1,324.5

Costs and expenses (1,241.8) (1,204.2) (1,234.0)

Operating margin 34.1 26.4 90.5

EBITDA (1) 201.5 187.2 249.5

EBITDA as a percentage of revenues 15.8% 15.2% 18.8%

Net profit/(loss) (45.2) (63.0) 1.7

Attributable to equity holders of the parent (39.9) (55.5) (2.8)

Attributable to minority interests (5.3) (7.5) 4.5

Free cash flow 1 149.9 52.0 105.9

Cash and cash equivalents, end of period 400.3 340.3 374.3

fINANCIAL
RESULTS 

2010
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In April 2010 we launched the Disney new generation festival showcasing the latest Disney and Pixar 
characters that our guests have come to know and love. We have once again demonstrated that  
there is always something new and exciting happening at Disneyland ® Paris.

2010  
A SNAPSHOT Of THE YEAR

OPENING OF TOY STORY PLAYLAND

AMENDMENT TO THE 1987 AGREEMENT

DISNEY NEW GENERATION FESTIVAL

The opening of three new attractions was high 
point of the year. In August we opened Toy 
Story Playland in the Walt Disney Studios Park, 
where our guests are transported into Andy’s 
backyard and shrunk to the size of childhood 
toys. 

This opening, which coincided with the release 
of the Disney•Pixar film Toy Story 3, is a further 
illustration of the strength of the Disney brand 
and the synergy opportunities we leverage. 
We are proud to be the first Disney Park ever 
to launch Toy Story Playland and its attractions.

DID YOU kNOW? 

REx IS AbOUT HALf 
THE HEIGHT Of A REAL 
TYRANNOSAURUS REx, 
bUT IS MUCH LESS  
fEROCIOUS

IT WOULD TAkE  
206 Of TOY STORY 
PLAYLAND’S GIANT 
GREEN ARMY SOLDIERS, 
STANDING ON EACH 
OTHER’S SHOULDERS, 
TO REACH THE TOP Of 
THE EIffEL TOWER

THE RC RACER RIDE 
VEHICLE IN TOY STORY 
PLAYLAND WEIGHS  
ALMOST 9 TIMES AS 
MUCH AS A MODERN 
fORMULA ONE  
RACING CAR

DID YOU kNOW? 

56,000  
DIRECT AND INDIRECT 
jObS

fOR 1 EURO  
INVESTED bY  
THE PUbLIC SECTOR,  
THE PRIVATE SECTOR 
HAS INVESTED 

10 EUROS

1ST TGV  
INTERCONNECTION HUb 
IN fRANCE

Source: SETEC, 2009 study, SNCF

The Disney new generation festival is a fun-
packed experience for all the family, which 
brings to life the stories and characters from 
the Disney and Pixar films that have delighted 
audiences over the past ten years.  

The spotlight is on new stars 

Princess Tiana and her Prince Naveen from 
The Princess and the Frog join the legendary 
Once Upon a Time Dream Parade in the 
Disneyland Park, while over in the Walt Disney 
Studios ® Park the stars of Ratatouille, Remy 
and Emile, have taken their seats in their  
incredible sports car at the heart of the Disney Stars ‘n’ Cars cavalcade. For even more fun, 
the stars of Monster’s Inc scream Academy now meet their fans to sign autographs in the 
Walt Disney Studios Park.

2010 was also marked by a new chapter in the 
partnership between the Group and the French 
public parties. On 14 September we signed an 
important Amendment to the Main Agreement 
of  March 24,  1987 which created Euro 
Disneyland in France (the “Amendment” and 
the “Main Agreement”). This Amendment 
extends our development perimeter from 
1,943 to 2,230 hectares and the duration from 
the year 2017 to 2030. It also encompasses 
various development opportunities of both  
the tourist destination and the urban center of 
Val d’Europe. 

The signature of this Amendment reflects the 
collective confidence in the regional develop-
ment model together with the French State 
and local governments, in the future of 
Disneyland Paris and the economic 
dynamism of  Val d’Europe  in the 
eastern Paris region. Providing new 
momentum to our long-term growth, 
this amendment gives us the capacity 
we need to grow the resort, our theme 
parks and our hotel infrastructure. It 
also allows us to advance on major 
innovative new projects like Villages 
Nature.

VILLAGES NATURE

AT THE END Of 
THE 1ST PHASE

175 HECTARES

1,730  
TOURISM RESIDENCES

4,500  
jObS, Of WHICH  
1,600 DIRECT

This new idea of a tourist destination, based on  
the concept of harmony between Man and Nature, was 
envisioned together with the Pierre & Vacances Center 
Parcs Group. It includes a Sustainable Action Plan 
aimed at reducing as much as possible the destination’s 
ecological footprint and at developing economic and 
tourism synergies with local stakeholders. 

The project, based on the 40-year proven real estate 
development model of Pierre & Vacances Center Parcs, 
could span up to 500 hectares and would be developed 
in phases over a 20-year timeframe. Its first phase, which 
would be comprised of 175 hectares and could open  
in 2015 pending market conditions.

As a short and medium-break vacation destination, 
Villages Nature will provide a relaxing and immersive 
experience in the heart of nature – with 90% of  
the resort retained as green space. The destination will 
offer a number of recreational and learning activities 
that will inspire future generations to value 
conservation.

More information...
www.youtube.com/disneylandparis

Signature of the Amendment to  
the Main Agreement at Matignon.

First renderings.

© Disney•Pixar - Inspired by Disney•Pixar film Toy Story
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fROM ONE THRILL
TO THE NExT

© Disney•Pixar - Inspired by Disney•Pixar film Toy Story
© The Twilight Zone Tower Of Terror TM is inspired by The Twilight Zone ®, a registered trademark of CBS, Inc. All Rights Reserved
Hot Wheels ® is a registered trademark of Mattel, Inc.
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TO SEASON
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… AN EMOTION-fILLED
ExPERIENCE
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We develop original concepts  
with an attention to detail and excellence  
that only Disney can do.

56 ATTRACTIONS IN OUR TWO PARkS

7 HOTELS, 5,800 ROOMS, 57 RESTAURANTS

OVER 300,000  GUEST SURVEYS CARRIED OUT EACH YEAR 

© Disney•Pixar - Slinky ® Dog is a registered trademark of Poof-Slinky, Inc. All rights reserved

INNOVATING TO 
MAkE DREAMS 
COME TRUE
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It is difficult to imagine  
a more magical place 

than Disneyland® Paris, 
where dreams become 

reality, and where  
Disney stories and 

characters come to life. 
Our commitment is  

to renew this magical 
experience each year  

so that every visit feels 
like it’s the first one. 

SURPRISES  
EVERY YEAR fOR OUR GUESTS

A NEW PRINCESS  
AT DISNEYLAND PARIS

DISNEYLAND PARIS THROUGH 

ARTISTS’ EYES
This “new generation” inspired some delicious 
novelties. After having celebrated Mickey’s 
Magical Party with a Ladurée macaroon in his 
likeness in 2009, then having offered visitors 
over Christmas last year an innovative show of 
“street food” by Thierry Marx, this time it was 
one of the “new generation” stars who was 
fêted in spring 2010, Buzz Lightyear. It was 
something to be savoured, particularly as it 
was created by Christophe Michalak, the Head 
Pastry Chef at the famous Parisian Plaza 
Athénée Hotel. Exclusively available in  the 
Inventions gastronomic restaurant in the 
Disneyland Hotel, in Walt’s - an American 
Restaurant and in Main Street Market 
Place on Main Street, U.S.A.® plus in the 
Disney Blockbuster Café of the Walt Disney 
Studios Park, this unusual éclair delighted 
Disneyland Paris visitors.

During the Disney new generation festival,  
a rather special photo opportunity was orga-
nised. The French actress and model Lou 
Doillon accepted the special task that she had 
been given: to bring together in 20 photos all 
the generations of visitors in the Disney world. 
From grandparents to grandchildren, they all 
share this special affection and this delight with 
Disney, its magical world and its characters. 
Lou Doil lon set off through the streets  
of Disneyland Paris armed with a number of 
cameras including two Lomo® cameras  
(a camera that takes high contrast photos with 
unusual saturation and colour) looking for 
shots that would best capture the delight  
of visitors with the Disneyland Paris magic. 

The Disney world is the 
home of new and exciting 
entertainment; each event  
is the occasion to celebrate 
and revisit unforgettable 
moments  wi th  dear ly 
loved characters. The 
release of the new Disney 
s t u d i o s  f i l m  “ A l i c e  i n 
Wonderland”, directed by  
Tim Burton, was no exception 
and gave free rein to the talent 
of our Entertainment teams.

Innovating to make dreams come true 

We are putting the Disney magic at the heart 
of each of our new attractions, thus making our 
offer even more attractive whether in our 
parks, our hotels or the Disney® Village. These 
new experiences make our guests’ stay even 
more magical with new attractions and new 
entertainment every year.

From season to season, year after year,  
we offer new Disney experiences that create 
unforgettable moments for our guests. After 
the fun and excitement of Halloween and 

Christmas, we celebrated the arrival of spring 
by launching the Disney new generation 
Festival on April 2nd 2010. All the latest stars 
from Disney and Pixar came to join us, notably 
Princess Tiana, Buzz Lightyear, Remi, Stitch, 
Sulley and many more. Straight from our 
screens and the latest Disney stories, this “new 
generation” of characters has taken centre 
stage for a thrilling year, and has been literally 
everywhere with Mickey, in exceptional shows 
in both the Disneyland Park and the Walt 
Disney Studios® Park.

To celebrate the ninth princess since Snow 
White in 1937 and 11 years after Mulan made 
her entrance, Princess Tiana and her Prince 
Naveen, from The Princess and the Frog, have 
been dancing to a jazzy tune in the legendary 
“Disney’s Once upon a Dream Parade” in the 
Disneyland Park. Her dress was specially desi-
gned for the occasion and took more than  
80 hours to make. It consists of 20 metres  
of crystal fabric, 80 metres of gold thread,  
20 metres of brocade, 80 diamanté beads on 
the dress and 100 beads and diamanté crystals 
on the tiara – a veritable work of art! 

Over in the Walt Disney Studios Park, the stars 
of Ratatouille, Remi and Emile, have taken 
the i r  p lace  on board a  genuine 1951 
Studebaker, at the heart of the “Disney’s  
Stars ‘n’ Cars” cavalcade. Minnie is surrounded  
by the stars of the new generation in the 
“Disney All Stars Express.” And that’s not all. 

The stars of Monsters Inc. 
are ready to raise the roof 
and meet their fans to sign 
autographs in “Monsters Inc. 
Scream Academy” at the Walt 
Disney Studios Park. 

An all-new show in front of Sleeping 
Beauty’s Castle has been delighting 
both young and old. Based on a 
completely magical spectacle of 
dance and music, it includes Mickey, 
everyone’s favourite character, and all 
the stars of the new generation. It is 
the f i rst  t ime that a show brings 
together so many characters from diffe-
rent backgrounds in a Disney park, and 
this is illustrated by Angel who had only 
ever been seen in Disneyland Tokyo up 
until now!

THE CAPTAIN’S RETURN
Due to the overwhelming response from both 
guests and Michael Jackson fans at Disneyland 
Resort in California since February 2010, 
“Captain EO,” the classic musical spectacular 
that thrilled Disneyland Park guests from 1992-
1998 returned to Disneyland Paris this summer. 
The attraction’s return provides new audiences 
the opportunity to experience the original 3D 
production for the very first time, as well as  
a nostalgic look back for long-time fans 
wanting to see “The King of Pop” in a rare 
performance created for the big-screen. The 
attraction boasts a new 70mm print of the film 
and sounds better than ever thanks to acous-
tical enhancements made to the theatre since 
the film last played there. The total effect is 
one of motion, colour and high energy filled 

with Jackson’s musical brilliance and various 
illusions to create an exciting and realistic 
journey in space for the audience.

©Disney / Lucasfilm Ltd.
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Tiana has also started to 
visit Town Square, where 
she has been able to meet 
her new admirers and pose 
in front of the flashing 
lights of the photographers. 

More information...
www.facebook.com/disneylandparis



TOM FITzGERALD,  

Executive Vice President, Senior Creative 
Director, Walt Disney Imagineering
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Innovating to make dreams come true 

ALWAYS LISTENING,  
ALL THE TIME
In order to ensure a high level of satisfaction, 
we carried out more than 300,000 guest surveys 
this year, and used all the means of informa-
tion-gathering at our disposal to better 
understand our guests’ expectations. This 
research is in turn taken into account in the 
development of new experiences. We also 
analyse trends in the tourism industry in order 
to remain a reference for innovation in our 
industry.

We are constantly listening and talking to  
our guests. Our study and research group, 
Disneyland Paris Research, consists of  
13 analysts and 14 surveyors whose role is to 
ask questions of our guests. In all during 2010, 
Disneyland Paris Research made more than 
880 surveys per day. These studies allow us to 
improve our quality of service and guest satis-
faction. Currently, 62% of guests consider 
themselves to be “very” or “completely” satis-
fied. The feedback provided by these studies 
is an incredible wealth of information that 
helps us exceed guests’ expectations.

It is not just about listening: we take our guests’ 
comments and wishes very seriously and strive 
to meet or exceed their expectations. As we 
are aware that one of the main criteria for satis-

faction is the number of attractions that can be 
experienced in one day, during the year we 
have implemented actions to better manage 
wait times. First by ensuring that attractions are 
at maximum capacity and second by using the 
latest technology to better inform our guests. 
They are now in a position to prepare and 
better organise their visit. 

This year, we have also improved our dining 
offer to better meet our guests’ expectations, 
either for those who are in a rush to get back 
to the attractions, or for those who are the 
most gourmet. We have adapted our menus 
and improved our communication on the 
various dining offers throughout the site. For 
instance, in some counter service restaurants 
the range has been simplified, video menus 
have been introduced, and order areas as well 
as kitchens have been optimised. This has 
enabled us to improve the speed of service, 
much to the satisfaction of our guests.

Our job at Walt Disney Imagineering  
is to make dreams a reality. And our 
dream professionals are all artists  
in their own fields whether they are 
illustrators, engineers, landscapers, 
painters or builders.

Nothing is impossible at Walt Disney 
Imagineering. When we decided to 
develop Toy Story P lay land,  for 
example, we wanted to shrink guests 
to the size of a toy.  Right from the 
word “go”, we wanted the over-sized 
Buzz Lightyear and the landscaping at 
the entrance to tell guests that they 
were in a fun-filled toy world. Everything 
is designed on a toy scale to take you 
deep into an imaginary world. Our 
artists sculpted each over-sized object, 
perfectly reproducing the characters 
from the film. The imaginary world  
is brought to life by a combination  
of sets, attractions and other items.

Thanks to Imagineers you can decide to 
shrink, travel in time and go to an 
Aerosmith concert. You can become 
Indiana Jones, slalom through the 
Death Star, join a pirate crew and then, 
as if by magic, go behind the scenes  
of your wildest dreams.

MEET YOU ALL  

IN ANDY’S bACkYARD!
The highlight of the summer was unquestio-
nably the opening of Toy Story Playland in  
the Walt Disney Studios® Park. In this all-new 
universe, everyone has been shrunk to the size 
of toys, ready to set off on new family adven-
tures in the footsteps of Buzz Lightyear and  
his friends, with ZigZag the dog, the green 
soldiers, and RC Racer, the fastest sports car in 
Andy’s collection. For the first time, to celebrate 
the opening of Toy Story Playland, we organised 
a programme that was broadcasted live on our 
official Facebook page. It was also the occasion 
to publish the “Back to Basics” report, written  
in partnership with Professor Tanya Byron, which 
contains a detailed analysis of how adults and 
children play and use play to communicate 
today in the United Kingdom. This report aims 
to put play back at the heart of family relations 
and shows how a family can rediscover the joys 
of play at Disneyland® Paris!

“When you are in this land, nothing is human 
scale and everything is made of toys”, said 
Imagineer Tom Fitzgerald. Welcomed by  
a giant four-metre high Buzz Lightyear, guests 
enter a world where cubes, a balsa wood plane 
and many other nostalgic toys are strewn along 
the walkways. Huge but discreet human foot-
prints are visible as guests wander about. Andy 
is not far away...To bring Toy Story Playland to 
life and give guests the impression of really 
being shrunk to the size of toys, Disney’s 
Imagineers have used “forced perspective”,  
a cinematographic technique which involves 
exaggerating the scale to give the illusion of  
a decor that is much taller than its real size and 
which thus shrinks us down to the size of a toy. 

Above all, Toy Story Playland is three incredible 
attractions for the whole family. The first one, 
which is visible from afar, is called Toy Story 
Parachute Drop. Inside Fort Emery, a green 
plastic military base, guests meet little green 
soldiers undergoing training. Here their aerial 
ability is being tested, as they perform para-
chute jumps all day long. Guests are invited to 
join the training, and climb aboard one of  
the 6 capsules, each containing two rows of 
three seats, placed back to back. Once they 
have been securely strapped in, they sail to the 
top of the central tower before drifting to  
the ground when the Sergeant-Major yells 
“Go! Go! Go!” Guests next go to the Slinky 
Dog ZigZag Spin, a circular roller coaster.  
Its body is formed from a metal spiral and the 
dog has a plastic head and tail that it is 
endlessly trying to catch. The musical accom-
paniment enhances the fun and this is clearly  
a family attraction. The speed at which the dog 
spins has been significantly reduced compared 
to the attraction’s technical capacity - we don’t 
want to scare our younger guests. And this is 
definitely the attraction that targets them  
the most. But fans of thrills and spills will love 
the RC Racer! The most intrepid pilots will  
let the adrenalin flow on this U-shaped circuit. 
Once the lever is pulled, the radio-controlled 
RC car is flung to the top of the half-pipe. 
Enough to send Buzz Lightyear’s fans “to infi-
nity and beyond”!

Toy Story Playland is the illustration of the 
exceptional work of our Imagineers, and the use 
of technology to create emotions and thrills.

We want our visitors to enjoy their stay in 
the best possible conditions. Consequently, 
maintaining our assets to the highest level 
is a priority for us. During the fiscal year 
2010 we have focused our efforts on the 
Disney’s Davy Crockett Ranch, where we 
have replaced one third of the bungalows. 
Some of the rooms in the Disney’s Sequoia 
Lodge have also been renovated, and now 
offer guests even more comfort and 
services to optimise their stay. The 
Montana rooms in Sequoia Lodge have 
been equipped with flat screen TVs,  
a richer audiovisual selection (34 TV chan-
nels including the Disney channels) and 
Disneyland Paris TV in 6 languages. Other 
projects are also underway, to ensure that 
our hotels are always of the highest 
standard. 

Our guests must enjoy our Resort under 
the best conditions without anything that 
could alter the quality of their experience.  
Consequently, the upkeep of our assets  
at their top level is a priority. We are going 
to pursue these renovation programs over 
the following fiscal years. 

TAkING CARE Of 

OUR HOTELS

© Disney•Pixar - Inspired by Disney•Pixar film Toy Story

TECHNOLOGY  
THAT ENHANCES qUALITY  
Of ExPERIENCE

We use the latest technology to give our guests 
new ways to prepare, organise and enjoy their 
stay in the best possible conditions. With the 
interaction offered by the iPhone application, 
interactive tipboards and Bluetooth, the real-
time availability of information in our parks and 
the possibility of customising an itinerary means 
that a tailor-made experience has become  
a reality.

After the interactive tipboards, Bluetooth and 
Flashcodes that were rolled out during 2009, 
the Disneyland Paris application for iPhone, has 
fit seamlessly into our culture of innovation, 
which aims to provide our guests with the latest 
information-on-demand technology in order to 
guarantee them optimal service quality.

This iPhone application, which is a world first for 
the Disney Parks, has been designed as  
an interactive guidebook, making it easier for 
our guests to prepare their trip and to enjoy 
themselves in the resort. It is free to download 
on any model of the iPhone. 

Before their 
visit, guests 
can find out 
about  the 
destination, 
a n d  s e e 
o p e n i n g 
hours for 
the parks, 
attractions, 
shows, parades, 
restaurants, boutiques and 
service points. They can also learn about various 
admission ticket options and available special 
offers, with the possibility of contacting our call 
centre directly to book their stay, a show or a 
table in one of our restaurants; or they can 
customise their visit with itineraries that are 
tailored to their preferences (for instance, thrills 
or family adventure). They also have access to a 
wealth of advice so that they are better orga-
nised on site. Once they are in the Parks, the 
geolocation function allows guests to access 
waiting times for attractions in real-time and 
organise their schedule with alerts that remind 

them of the times of the 
shows they want to see. It is also easier for them 
to see where they are thanks to the interactive 
map. Guests can also access practical, fun or 
entertaining information, and see anecdotes 
about the attractions with augmented reality ; 
or they can select an attraction according to its 
type (thrills, for young children, etc.), choose a 
restaurant according to its category, by using 
the search engine. As with each major innova-
tion, our objective is to improve the quality of 
guest experience.



We have a responsibility to be warm and welco-
ming. We believe that at Disneyland Paris each 
Cast Member is essential to the quality of the 
Disney service. We are dedicated to providing 
them with a fulfilling work environment and the 
help they need so that each and every one of 
them brings an extra touch of magic to our 
guests’ stay. Disney service is defined by the 
constant quest for excellence not only in the 
service but also in the beauty of our resort.

Disney® Village continues to change and show 
great dynamism. Indeed, it is within the Disney 
Village that the Earl of Sandwich chain of restau-

rants chose to lay its first stone in continental 
Europe on 15th July 2010. In this new venue, the 
secret of the best hot sandwiches will be 
revealed: bread baked to order, and meat 
cooked each morning for a home-baked taste 
– and above all the “Le Frenchy” sandwich, 
specially designed for the French restaurant. 
The restaurant’s decor will be a tasteful blend of 
past and present, retracing the story of the 
Admiral Montagu, Earl of Sandwich. 

This ground-breaking comes just one year after 
the opening of the first Eco-friendly Starbucks 
store in Europe. At Disney Village, each member 

of a Disney family, each guest, should find their 
heart’s desire and feel at home. We are currently 
working on new projects that have strong syner-
gies with the family-focused universe which  
is ours. 

MAkING OUR GUESTS fEEL TREASURED  
EVERY DAY Of THE YEAR

© Disney•Pixar - Slinky ® Dog is a registered 
trademark of Poof-Slinky, Inc. All rights reserved.

WALT DISNEY  
AT PARISIAN POMPIDOU ART CENTRE

The visionary, creative and innovative 
character of Walt Disney was admirably 
illustrated by the Dreamlands exhibi-
tion, presented at the Pompidou Centre 
in Paris from 5th May to 9th August 2010. 
This exhibition showed how the models 
of worlds fairs, international exhibitions 
and theme parks influenced the design 
of the town and its usage. Part of the 
exhibition was dedicated to presenting 
Epcot (the Experimental Prototype 
Community of Tomorrow), a community 
designed by Walt Disney at the end of 
the 1950s and later included in Walt 

Disney® World Resort. In a fascinating 
v ideo,  Walt  Disney passionately 
examines how a town of around 20,000 
inhabitants is organised, where all 
human activities take place in areas that 
are linked by a monorail. This town of 
the future was a monumental dream 
that was to be interrupted by the death 
of Walt Disney in 1966, and then trans-
formed into a theme park in 1982.

In partnership with the Pompidou 
Centre, Dreamlands also offered 
Disneyland Paris the opportunity of 

hosting the workshop, “Let’s create 
your Disneyland!”, where children and 
their parents could take inspiration 
from the plans of Disneyland Paris to let 
their imagination run wild and play at 
being “new generation Imagineers”.  
They could design theme parks, 
construct cardboard or wood buildings, 
make paper landscapes, luminous 
grottos or haunted houses, and via the 
magic of digital photography, fill their 
world with the characters of the new 
generation!

bEYOND  
YOUR IMAGINATION

Offering Disneyland® Paris guests the chance  
to see the magic of their favourite animated 
films come to life in our theme parks does not 
happen by simply waving a wand. It happens 
thanks to the daily work of our Imagineers, 
whose rather clever name was put together  
by Walt Disney himself in 1952. They are  
the “Engineers” of the “Imaginary”, literally 
the people who bring the magic to life in the 
Disney Parks and Resorts. For nearly 60 years, 
this unique group of artists and technicians has 
been transforming the best animated pictures 
into immersive entertainment experiences that 
are unique in the world. From 3D cinema to 
real “augmented reality” in Disneyland Paris,  
a new generation of designers are combining 
their talents to create new experiences that are 
ever more immersive and unique. Wherever 
there are Disney Parks - in the United States, 
Japan, Hong Kong and of course in France,  
we find teams of Imagineers in charge of brin-
ging Disney stories to life. But their work goes 
beyond the parks: They also design and create 
our restaurants, boutiques and hotels – in short 
everything that plays a part in immersing our 
guests in the magic. 

In recent years, animated pictures such as Lilo 
& Stitch, The Princess and the Frog, and  
the Disney•Pixar films - from Toy Story to Toy 
Story 3 through to Finding Nemo, Cars and 
Ratatouille, have revolutionised theatres  
and set the stage for a renaissance of animated 
cinema. They attract all types of audiences yet 
remain loyal to the principles of Walt Disney 
who said, “I do not make films primarily for 
children. I make them for the child in all of us”. 
These new animated pictures have in turn 
inspired new attractions in the Disneyland Park 
and the Walt Disney Studios® Park like Stitch 
Live!, Crush’s Coaster®, Cars Race Rally and, 
since August 2010, Toy Story Playland, in addi-
tion to the characters who stroll around the 
streets and ride the parade floats. This is yet 
another illustration of the synergies that exist 
in the world of Disney, and further proof that 
Walt Disney’s visionary spirit and passion for 
new technology are still present in our minds 
and encourage us to continually strive to 
surpass ourselves.

2322

SAfETY,  

OUR TOP 
PRIORITY

bACk TO CHILDHOOD...
Laurent Cayuela, Imagineer at Disneyland 
Paris, ran “Let’s create your Disneyland” the 
Dreamlands Workshop at Pompidou Art 
Centre and shares his experience here: 

It was a wonderful opportunity to see the 
boundless creativity of children. It was a chance 
to share stories, and see how they would 
design an attraction using their glue, paper, 
and their own spirit of innovation! 

At Walt Disney Imagineering, we strive to go 
beyond the limits of the imagination, and 
these children demonstrated their way of crea-

ting without limits. There was no need to 
analyze or intellectualize what they felt. They 
were spontaneous and showed us what 
unconstrained imagination can produce. They 
went beyond the laws of physics, conventional 
aesthetics or popular opinion. A single detail 
would spark an entire creative line of thinking. 
The colour green didn’t have to just be the 
colour of grass or the symbol of ecology, but 
simply the colour that went best next to the 
structure cut out in white polystyrene. 

That same creative freedom and irresistible 
spontaneity is precisely what we Imagineers 

strive to preserve in every experience we 
create. The Dreamlands Workshop was a 
wonderful reminder that creativity continues to 
thrive in children, and that we should constantly 
celebrate unconstrained imagination!
 
The new experiences on offer at Disneyland 
Paris, each more magical than the next, are 
therefore made possible by our teams. In addi-
tion to always being in tune with what people 
like, they are also constantly innovating, deve-
loping new concepts and creating new worlds. 
And it is this innovation that drives us to 
improve the quality of all aspects of the visit. 

Innovating to make dreams come true 2010 Annual Review

The quality of the experience is also closely 
related to the reliability and safety of our 
attractions assets, products and any step of 
guest experience. The group has deve-
loped its own governance system, the 
Safety Management System, which is desi-
gned to ensure the safety of guests, 
individuals, staff, our property and the envi-
ronment. There are a number of processes 
to this system: the initial and permanent 
diagnosis, which results from the identifica-
tion and assessment of risks inherent in an 
infrastructure or an activity; the action plan 
for improvement through prevention and 
protection; performance measurement and 
monitoring, carried out in the form of 
audits, validated by our teams and by certi-
f ied experts  and last ly,  cont inuous 
improvement through the constant revision 
of audits and action plans based on lessons 
learned from performance analysis and 
monitoring. 

By setting very high safety standards and 
using the latest technology, the teams at 
Disneyland Paris follow a rigorous enginee-
ring process to include all possible safety 
measures at the design and development 
stages of the attractions or any other 
product, guest experience or Cast Member 
activity. For exemple, even after inspec-
tions by the maintenance team, an 
attraction cannot be opened before a 
final check is made and the seal of 
approval is given by the operational 
teams. In addition to the engineers 
and technicians in charge of main-
taining the assets, our guests play 
a determining role in the preven-
tion of accidents to which they 
could be exposed by disrespecting 
the warning signs displayed in the 
Disney Parks. Our guests are the 
only ones who know their physical 
limits and any health problems they 
may have and manage their beha-
vior. All of our facilities are 
designed with this focus on 
safety and we pay the same 
attention to operations 
parades, shows and events 
organised on site and also 
to the food safety in our 
various dining areas.



STIMULATING
RESORT ACTIVITY
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All of our holiday offers include 
options and suggestions personalised  
as nearly as possible to the desires and budgets of our guests.

OVER 230 MILLION GUESTS VISITED DISNEYLAND ® PARIS SINCE 1992

3 OUT Of 4 GUESTS VISIT bOTH DISNEYLAND AND WALT DISNEY STUDIOS ® PARkS 

2010 Annual Review
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Disneyland® Paris  
has created magical, 
experiences for over  

230 million guests. This is 
due to the stories and 

characters brought to life 
in the parks. It is also due 
to the efforts of the sales 

and marketing teams 
who showcase the resort 

across Europe to our 
partners and potential 

guests. These are the 
winning strategies that 

will grow our destination 
in the years ahead.

In 2010, we once again demonstrated the 
agility of our strategies and our ability to adapt 
our offers to consumer behaviour. While the 
intention of Europeans to visit Disneyland Paris 
continues to increase, our experience and our 
in-depth knowledge of our key markets allow 
us to tailor our offers to make them come 
“now”. Constantly renewing our celebrations, 
and offering the best package by including 
compelling options for our guests that are 
adapted to their budget, such as full-board 
and transport, are a winning recipe for visitors.   

In 2010, we continued targeting our offers 
according to the various situations in our key 
market. We developed these offers by drawing 
on the work carried out much further upstream 
by our marketing teams. This work has shown 
that there are three core segments that have  
a particular affinity with the Disney brand: 
Disney Families, Disney Adults and Aspiring 
Disney Families. This in-depth awareness of 
our customer segmentation allows us to offer 
tailor-made packages that include the options 
that our customers are particularly looking for. 
Consequently, our offers and our marketing 
material are adapted for each category of 
customer, market by market, and take into 
account incentive and barrier factors for a visit 
(transport included, half board, the age of the 
children, etc).

In 2010, we also worked on the level and the 
frequency of our offers.  In 2009, our objective 
had been to maintain high attendance levels, 
in order to preserve a “Disneyland Paris reflex” 
amongst European families, despite the 
economic crisis. This strategy bore fruit, with 
record attendance levels for fiscal year 2009. 

We adapted this strategy during 2010, by 
seeking to maintain high attendance levels 
while increasing the amount spent per guests 
in our parks and hotels. This has proven effec-
tive since the objective was reached.

We also worked on differentiating the product 
itself, notably via the various options and 
services that are available. Thus each family 
can tailor their stay as they wish, at the price 
that best suits their budget. It is true that 
during tough economic times our guests are 
very cautious in their spending and want  
to know exactly what they are buying and  
at what price.

With the relative improvement in economic 
conditions seen at the end of fiscal year 2010, 
we have once again been able to introduce 
new offers that encourage early booking. This 
involves understanding the fundamentals of 
consumer behaviour, and our in-depth exper-
tise of these allows us to adapt our offers. For 
example, we are testing ‘Smart Booking Days’, 
for all bookings made well in advance in certain 
markets. This approach could be extended in 
the future depending on its effectiveness and 
the economic conditions. 

Our marketing and sales strategy has demons-
trated its worth for a number of years now, and 
has shown itself to be particularly effective in 
difficult economic conditions. As a result our 
offers sell better and we improve our results. 
This ability to adapt our offers is further 
enhanced by our continuous improvement 
process for our various distribution channels. 
We have invested substantially in them over 
the last two years in order to optimise them. 

Stimulating Resort Activity

WHET  
THE APPETITE Of EUROPEANS

bUILD ON  
OUR qUALITY PARTNERSHIPS

Our guests choose from different retail channels 
according to their domestic market. Our objec-
tive is to be present where customers want to 
buy, from the small travel agency to the large 
tour operator, from the supermarket to online 
communities. Beyond the retail channels, we 
also develop special programs with our travel 
partners to enrich the offers and experiences of 
our guests, including “Kids Go Free” with 
Eurostar, or the “TGV Family” with the French 
railway company, the SNCF. The strength of 
these relationships with our sales, distribution 
and transport partners enables us to ensure that 
our guests are able to easily book a stay and 
have a little more fun on the way. 

Currently, online purchasing plays a major role 
and we must have a strong presence in this key 
distribution channel. But in addition to our own 
website and in order to be truly visible on the 
Internet, we need to forge partnerships with 
major players on the Web. We must innovate 
constantly in all areas, and we are doing so in 
the field of sales and distribution. For example, 
Vente-privee.com is now a key e-commerce 

player, organising private online sales of some 
of the biggest international brands for its  
11 million members. Consequently we have 
developed a partnership with Vente-Privée.com, 
across its various markets. In the future, this 
partnership should allow us to generate visits 
during designated periods. 

During fiscal year 2010, we also intensified  
our partnerships with certain tour operators 
including EL CORTE INGLES in Spain, OAD  
in Holland and JETAIR in Belgium, as well as 
with our main Transport partners. With Eurostar 
we ran “Kids Go Free” promotions from January 
to March 2010, and we also developed specific 
packages for our British guests that included 
transport for all members of the family.  
We also renewed the “TGV Family” promotion, 
which had already been a great success  
in 2009.

We will continue this strategy of pursuing 
partnerships with high added value and pursue 
our efforts on sealing new partnerships or 
strengthening existing ones.
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TRANSPORTATION 

USED bY 
OUR GUESTS

Source, Disneyland Paris Research

61%
CAR

15%
PLANE

12%
TRAIN

8%
RER

4%
 bUS

BREAKDOWN OF ATTENDANCE 
BY COUNTRY

51 %
France

2 % 
Germany

4 %
Italy

6 %
Belgium

6 %
Netherlands

9 % 
Rest of 
the World

9 %
Spain 

12 %
United-Kingdom

More information... http:// twitter.com/Disney_ParisfR
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CONVEY THE EMOTION Of AN 

UNfORGETTAbLE ExPERIENCE

Coming to Disneyland 
Paris is a unique and 
magical experience, 

the experience of a 
lifetime! The stars of the 

Disney new generation 
festival arrive by parachute 
in a spectacular adverti-
sing campaign that blends 
real-life footage with 2D 
and 3D animation.  An 
original and completely 
new set of material has 
been rolled out across all 
types of media, each time 

with the emphasis on 
maximum interactivity! 

In 2010, Disneyland 

Paris successfully managed to combine real 
footage, 2D animation and, for the first time in 
an advertising film, 3D animation supervised  
by the Pixar studios. The film was made in 
Hollywood with the participation of the Walt 
Disney Pictures and Disney•Pixar studios. 
Production of this revolutionary advertisement 
required more than one hundred people, under 
the direction of Matthew Cullen. More than  
710 minutes of film were watched in order to 
choose the Disney Pixar 3D shots. Woody and 
Buzz were totally animated in 3D for the adverti-
sement, and the 2D animations of the Disney 
characters were created exclusively for it, some 
30 animations in all – a result that demonstrates 
technical prowess, with the creation of a specific 
world that is coherent and perfectly well inte-
grated visually.

STRATEGIC ALLIANCES  
THAT fOSTER INNOVATION

In order to make our resort even more attrac-
tive, we also draw on our strategic alliances 
with major brands that share our values: Coca-
Cola, Crédit Mutuel, Danone, Gibson, Hasbro, 
Hertz, Kodak, MasterCard, Nestlé Waters, 
Orange and Unilever.

Disneyland Paris has always been keen to 
embrace the latest technology. Certain innova-
tions are developed in collaboration with 
companies who have a strategic alliance with 
the group. In 2009, we worked with Orange on 
both the booking system and the interactivity 
in our parks. 

Throughout fiscal year 2010 we developed  
a wider range of payment methods, in 
partnership with Credit Mutuel. Guests are 
now able to pay without contact when  
they possess a contactless smartcard or  
a contactless smartphone. This technology  
is very widespread in the United States, Great 
Britain and Holland, but comparatively little 
known in France. Contactless payments will 
more than likely develop on the French market 
in the near future.  After we launched a pilot 
test in October 2009, the decision was made 
to gradually fit contactless facilities to payment 
terminals in all shops and dining outlets. 
Ultimately, this new technology should reduce 
wait times at cashiers as contactless payments 
are much quicker. 

This development also illustrates the signifi-
cant added value that comes from our strategic 
alliances, and also shows the strong potential 
for development. Claude Brun, the Payment 
Methods Director for the Credit Mutuel Group 
told us, “Just six months after our partnership 
with Disneyland Paris was announced, we had 
jointly developed a contactless payment solu-
tion. After a trial period, this new technology 
was rolled out. This is a prime example of the 
strong development potential created by our 
agreement.”

We have also developed operations targeting 
our guests with other official partners, such as 
Unilever and Nestlé Waters. Unilever opened  
a sales outlet on Hollywood Boulevard to 
boost ice-creams sales in the Walt Disney 
Studios Park. As part of the inauguration of Toy 
Story Playland, we introduced Vittel products 
under the Toy Story licence, developed by 
Nestlé Waters. We have also continued to test 
our partners’ innovative products with our 
European guests. In particular, Nestlé tested 
Vitamin Water, Innocent, and Danone tested 
MyActivia and Actimel Fraise. For these 
partners, Disneyland Paris is a showcase acces-
sible to 15 million visitors from all over Europe. 
They can test their products on a European 
audience in a single site and thus achieve 
strong visibility with these consumers, and can 
offer their own clients significant promotional 

rights associated with the strength of the 
Disney brand. Through these alliances, our 
partners have significant European leverage 
with many opportunities for creating value. 

This dynamism benefits everybody, which  
is why a branch of the Credit Mutuel bank 

opened in Val d’Europe, and is available to our 
Cast Members for financial advice and mana-
gement. Another partner, Hertz, has installed  
a ‘Connect by Hertz’ car-sharing station in  
Val d’Europe so that guests, Cast Members 
and Disneyland Paris’ neighbours can use this 
innovative service. 

In the future, we hope to widen the areas of 
activity of our existing partners and increase 
the number of official partners by working 
closely with leading brands, particularly in the 
sectors of sport, luxury goods and energy.
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CUSTOMISATION  
fOR bUSINESS GUESTS AS WELL

We are also facilitating meeting planning for 
our convention business. Business Solutions, 
the business department of Disneyland Paris, 
launched a new Internet site in 2010 that is 
designed for businesses planning to organise 
a convention, seminar or meeting, or to cele-
brate an event. The site allows them to 
discover Disneyland Paris and its offers in 
detail. The event organiser, for example, 
suggests the solutions that are the most suited 
to their needs (number of participants, type 
and duration of event, and services such as 
gala dinner in one of the theme parks, or team 
building activities). In addition, the new site 
contains video presentations of our hotels, 
convention centres and event-hosting areas. 
Detailed floor plans of the meeting rooms, 
advice sheets and feedback from professionals 
who have already organised an event at 
Disneyland Paris, also help the organiser 
prepare the forthcoming event.

This investment should result in new impetus 
for this activity which generates significant 
additional revenues. In terms of facilities, the 
group can currently offer nearly 8,000 rooms 
and two convention centres with some 
22,000m2. In addition, the clientele appreciates 
the easy access to the Marne-la-Vallée site. 
The presence of the TGV station and the close 
proximity to the airports of Roissy Charles de 
Gaulle and Le Bourget are major assets. Many 
EMEA (Europe, Middle East and Africa) 
meetings have been organised on site by 
important multinational companies. This new 
website will support the work of the 240-person 
team that is exclusively dedicated to the 
professional sector, both in pre- and post-
sales. Our corporate clients have access to 
teams who have unique know-how and prepare 
offers that are tailored to their needs.

MAkING CUSTOMISED 
RESERVATION 

EASIER
In conjunction with our partner, Orange, 
we have developed an innovative booking 
system that allows guests to book a stay 
with options in line with their expectations 
and budget. This new system was laun-
ched in conjunction with a training 
programme for our sales staff so they can 
draw on “yield management” best prac-
tices when helping guests plan a visit.  Our 
sales staff have access to very effective 
tools on which they have received prior 
training in order to use them to their full 
capacity. As they are no longer required  
to carry out technical and administrative 
tasks, our agents are able to focus fully  
on the commercial transaction, customer 
relations and loyalty building. 

This ability to offer each individual a custo-
mised experience must be available 
through all our distribution channels if we 
are to achieve greater effectiveness.

We have therefore also invested in our 
Internet and e-commerce sites. Although 
our reservation centre remains the nerve 
centre for direct booking, the Web has 
become more and more essential. Indeed 
90% of our guests go to our website to 
find out information and a growing number 
purchase their booking directly through 
the Internet. Consequently, we have 
invested in our online booking system so 
that it is able to offer alternative choices 
to guests according to their availability 
and their expectations. Our reservation 
center agents are trained to offer alterna-
tive solutions to potential guests and  
to direct them to products with higher 
added value and we are following this 
same strategy on the Web. We can direct 
a guest to another hotel in the same price 
range as the original selection and we are 
able to offer them options that a guest 
with a similar profile has already purchased. 
Rolled out in 2009, this new system is 
another factor in the success of our sales 
and marketing strategy. 

Our Internet sites and our booking 
systems are increasingly user-friendly and 
are avai lable in the main European 
languages. Our guests can make their 
payment in their own currency. We have 
also optimised our B2B websites targeting 
travel professionals, who can now easily 
purchase tickets directly from the site and 
thus better satisfy our guests.

Stimulating Resort Activity 2010 Annual Review

The stars of the Disney new generation festival 
also multiplied their appearances in the media 
and in some rather unexpected places. For 
three weeks, the characters of the new genera-
tion made high-profile appearances in real 
television programmes (prime-time shows, 
reality shows, the weather forecast, and more). 
The new stars of Disneyland Paris were omni-
present across a wide range of formats (giant 
posters, classic posters, posters in the Paris 
metro, on bus shelters, in the corridors of the 
metro, on the doors of the metro trains, on stair-
cases, buses, etc.) with creations that were  
in total interaction with the media, adapting to 
each environment. Bus shelters allowed 
passers-by to “Pixarise” themselves and join 
Disney’s new generation thanks to some innova-
tive photographic process. 

And to put the finishing touch on this tidal wave 
of stars, Disney new generation festival also 
offered total web immersion for the first time  
by launching a social web strategy, becoming 
both an interactive and participative website. 
From the end of February 2010, web users 
could have online discussions with the “new 
generation” characters, in French or in English, 
and find them on Facebook and Twitter.

Walt Disney never stopped innovating throu-
ghout his lifetime and as he said himself, 
“Disneyland will never be completed. It will 
continue to grow as long as there is imagination 
left in the world.” This unrivalled campaign is 
yet another illustration of this.



bRINGING NEW 
MOMENTUM 
TO OUR TERRITORY

We are more committed than ever to continue  
to participate, with our partners,  

in new large-scale projects  
in the eastern greater Paris.

TODAY,  
VAL D’EUROPE HAS 28,000 RESIDENTS, 25,000 jObS

bY 2030,  
VAL D’EUROPE SHOULD NUMbER SOME 50 TO 60,000 RESIDENTS  

AND ATTRACT €8 bILLION IN PRIVATE AND PUbLIC INVESTMENTS

Sources: SAN; Inter-ministerial Delegation to the Euro Disney in France project
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ECONOMIC IMPACT  
Of DISNEYLAND PARIS 

(Source: SETEC, December 2009)

56,000 DIRECT AND INDIRECT jObS GENERATED  
bY THE TOURIST DESTINATION

1 jOb AT DISNEYLAND PARIS HAS GENERATED 2.8  
jObS ELSEWHERE IN fRANCE

10.9% Of NEW PRIVATE-SECTOR EMPLOYEES  

IN SEINE-ET-MARNE AND 1.2% Of THOSE IN ILE-DE-fRANCE 
STEM fROM THE NEW jObS GENERATED bY DISNEYLAND PARIS

A DIRECT AND INDIRECT PRODUCTION  

Of MORE THAN 6.5 bILLION EUROS  

A DIRECT AND INDIRECT ADDED VALUE  

Of MORE THAN 3 bILLION EUROS 
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The original vision 
underlying the creation  

of Disneyland Paris  
was the combined 

development of a major 
tourist destination and  

an important urban  
and economic hub  

in the eastern greater 
Paris region. 

Today, the vision has 
become a reality, and  
a new era is starting.

bringing New Momentum to our Territory

We intend to continue to partner with our 
stakeholders in the development of Val  
d’Europe. Its growing dynamism should result 
in 50,000 to 60,000 residents by 2030 according 
to the projections of the public authorities. In 
addition to this urban development, the Group 
is committed to working with the local authori-
ties to actively attract businesses to Val 
d’Europe, bringing new employment to the 
area. The authorities also see the opportunity 
of developing a “tourism cluster”, using the 
drawing-power of Disneyland Paris to create  
a centre of excellence.

The level of facilities in this area, which is above 
regional levels, has already contributed to the 
creation of a very harmonious lifestyle that is 
particularly appreciated by the 28,000 inhabi-
tants (CSA study, 2009). To achieve the level  
of 50,000 to 60,000 inhabitants estimated  
by the authorities, the Amendment to the Main 
Agreement includes the potential to build an 
additional 9,000 homes by 2030, of which 25% 
will be low-cost housing as described in  
the French “urban diversity” law (in French : 
Loi SRU), to which would be added up to 
250,000 m² of additional commercial premises. 

The Val d’Europe Shopping Centre continued 
to attract new brands in 2010, including the 
arrival of the Castorama hardware centre  
in March, which created around sixty jobs 
according to the centre managers. The future 
extension of the mall will allow it to complete 
its range of shops and facilities and also  
reinforce its influence in the economic develo-
pment of Val d’Europe. 

REAffIRM  
THE PARTNERSHIP WITH PUbLIC AUTHORITIES

A NEW fRAMEWORk fOR 

DEVELOPING  
OUR TOURIST  
DESTINATION

Renewing this partnership gives us new 
means to make the tourist destination 
more attractive, as it continues to be the 
economic engine of Val d’Europe. We are 
now able to increase the capacity of the 
theme parks, with the possibility of crea-
ting a third park in the future, and triple 
our hotel capacity. We can also explore 
the further development of the convention 
business on site and of new complemen-
tary tourism concepts such as Villages 
Nature.

DEVELOP A SUSTAINAbLE  
ECONOMIC HUb THAT IS GREAT TO LIVE IN
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Signature of the Amendment to the 1987 Agreement at Matignon
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Today, Val d’Europe is a major, dynamic urban 
and economic hub to the east of Paris. Its 
dynamism has been made possible by our 
close working relationship with the national 
and local authorities. The Amendment to the 
Main Agreement gives a new momentum to 
this partnership that is unique in France and 
should result in additional and significant 
public and private investment, which will help 
to continue the rebalancing of the Paris region 
towards the east. 

The partnership between Euro Disney and the 
French authorities has been the driving force 
behind a sizeable project to bring sustainable 
growth to the development of the eastern 
greater Paris region. If this area is to achieve  
its full potential as an “area of major projects” 
by 2030 at a regional level, it is essential that 
the partners in the 1987 Agreement define  
a clear but balanced vision of the future deve-
lopments in the area. The company has carried 
out this visionary work alongside the public 
authorities, our joint aim being to facilitate 
sustainable growth in the area over the next 
twenty years. It is this effort that has given rise 
to the Amendment to the Main Agreement, 
signed last September by the Group with the 
French government, the Ile-de-France Région, 
the Seine-et-Marne Département and the 
Marne-la-Vallée Development Agency (in 
French : l’Établissement Public d’Aménage-
ment de  Marne-la-Vallée). As part of a “Public 
Interest Project” (PIG, in French : Projet d’In-
térêt Général) the Amendment to the Main 
Agreement allows us to continue the develop-
ment of the tourist destination both in terms of 
hotel activity and theme park activity, and to 
jointly pursue the economic development of 
Val d’Europe, while encouraging the arrival of 
new populations through the policy of actively 

creating new housing, in line with the Master 
Plan of the Ile-de-France region. 

This Amendment extends the Main Agreement 
from the year 2017 to 2030, which means 
the Group has been given an extension 
to its right to develop an area that  
has also been increased from 1,943  
to 2,230 hectares. These future deve-
lopments will occur in accordance 
with the mechanisms of the Main 
Agreement in force since 
1987, that is to say the 
phased development 
programme signed with  
the national and local 
authorities. A fourth phase of 
development is currently being 
defined with our partners. 

By 2030 and according to 
public parties’ estimates, 
the various projects being 
envisaged could gene-
rate investments of 
around 8 billion euros, 
provided by a number of 
tourism and urban developers, 
and has the potential to generate 70,000 direct 
and indirect jobs.

© Disney•Pixar
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The Amendment to the Main Agreement also 
allows the authorities to envision an ambitious 
transport development policy that will facilitate 
access to the site and make life easier for local 
residents. The priority objectives are to make 
the TGV (high speed train) station more attrac-
tive and to improve the RER regional express 
train service. Priority will also be given to  
the creation of connected public transport 
networks with the aim of improving commuting 
within Val d’Europe as well as with the surroun-
ding areas. 

Val d’Europe offers exceptional accessibility  
at the heart of Western Europe. With its 100 
trains per day, the TGV/Eurostar/Thalys railway 
station located on the edge of the Disney 
Parks and less than 2,000 metres from the city-
centre is the leading TGV hub in France  
in terms of interconnections (Source: SNCF). 
With the connection of the TGV for Eastern 
Europe in June 2007, 32 new stations joined 
the 76 that were already accessible, linking 
Marne-la-Vallée / Chessy to the entire French 
and Western European train network. Val  
d’Europe has become a veritable crossroads  
at the heart of our continent, with transport  
links towards six countries (Great Britain, 
Germany, Belgium, Holland, Switzerland and 
Luxembourg). It is also a local crossroads, with 
two RER stations and 3 access points to the  
A4 motorway, giving Val d’Europe exceptional 
overall accessibility. 
Major improvements to access are currently 
being considered by the authorities. From  
a road transport perspective, the improvement 
of motorway junctions 12 (Jossigny) and  
14 (Bailly-Romainvilliers), and the creation of  
a link between the A4 and the RN36 are being 
carefully considered with the aim of making  
life easier for local residents. 

The same applies to the 
public transport links with the 
neighbouring areas, including  
a partial upgrade of the RER A and 
the creat ion of  an RER A-RER 
Einterconnection between the 
stations at Chessy and Esbly. Thanks 
to the creation of a bus station in 
southern Chessy, a link can be made 
between the tourist destination and the 
urban centre, and other links created 
between the business parks, the neighbou-
ring towns and the future Marne-la-Vallée 
hospital. Shuttle services to Roissy and Orly 
airports and links with the Paris-Vatry airport 
(specialised in “low-cost” airlines) are also 
under consideration.

Lastly, the authorities have committed them-
selves to developing the TGV and RER stations 
should the new 
convention 
centre reach 
fruition, or 
should any 
other development 
take place that will gene-
rate an equivalent increase 
in traffic. 

CREATING  

RENEWED MOMENTUM  
TO THE TRANSPORT INfRASTRUCTURE

DANIEL CANEPA,  

Préfet of Ile-de-France Region, 
Interministerial Delegate to  
the Euro Disney in France Project

On 14 September 2010 we signed  
an Amendment to the 1987 Agreement 
with our partners. 

This amendment underlines the impor-
tance of the tourist destination as well 
as that of the Val d’Europe urban hub. 
It also encourages us to develop,  
on the site and in all the fields of 
tourism and services, cross-fertilization 
between the business world and the 
world of higher education and life-time 
vocational training. 

As a matter of fact, one of our key 
objectives is to develop the Disneyland 
Paris tourist destination and to create  
a “Tourism Cluster” in Val d’Europe. 
The idea of a cluster is to rely on a local 
company, Euro Disney in this case, then 
link it to a university, in this case the 
University of Marne-la-Vallée, and thus 
create the conditions for research, trai-
ning and employment. 

We have here for France, the number 
one tourist destination in the world,  
a true creation which in a few years  
I imagine will have the same reputation 
in terms of a school for training in 
tourism as the Lausanne school has for 
the hotel industry. 

35

INTERVIEW

bringing New Momentum to our Territory 2010 Annual ReviewDonner une nouvelle impulsion à notre territoire

The partnership with the regional and local 
authorities works very well. The public authori-
ties have ensured that the region is equipped 
with new infrastructure, such as a future 
regional hospital, the Transdev’s HQE transport 
hub, and the High School with international 
teaching units. 

In the same vein, the SIMT, the leading occu-
pational health service in Seine-et-Marne has 
chosen the Paris-Val d’Europe Business Park as 
the site of its headquarters.

fACILITIES 
fOR THE POPULATION

© Disney•Pixar

WELCOME bUSINESSES   
TO Val d’EuropE
Val d’Europe is strategically placed to attract 
companies around its two main activity hubs, 
namely the urban centre near the RER station 
and the Paris-Val d’Europe Business Park which 
is currently in its second phase of development. 
Val d’Europe has increased its competitive 
advantage during the economic downturn  
as companies have been seeking to reduce 
costs while continuing to benefit from a prime 
location, which is the case with Val d’Europe. 
The area will continue to welcome a variety of  
businesses and will exceed the 100,000 m2  
of offices and more than 1,700 businesses that 
are currently present. 

In its role as developer of Val d’Europe, the 
Group launched three real estate development 
programmes in January 2010, covering some 
33,850 m2 near the RER station. With these new 
projects, Val d’Europe will have 145,000 square 
metres of office space completed or underway 
since 2001, including 84,000 m2 in the city 
centre and 61,000 m2 in the Paris-Val d’Europe 
Business Park.

Four new constructions were created in 
November 2009, for a total of 18,700 m2 of 
space for tertiary and industrial use: a set  
of four high-tech buildings with a total surface 

area of 7,200 m2 for small businesses and indus-
trial companies in units upwards of 200 m2;  
the arrival of Ecotherme, a concession of Tryba, 
which is going to use 3,200 m2, including 
2,000 m2 of  industr ial  space, 800 m2 of  
offices and 400 m2 of showrooms; GEFEC 
Construction, a company specialised in the 
construction of industrial and tertiary buildings, 
and which will launch a “turnkey” building 
occupying some 5,300 m2 ;  and f inal ly  
a company from the health sector which will  
be setting up its headquarters in a 3,000 m2 
energy positive building. Val d’Europe will also 
soon be home to the headquarters of the 
Seine-et-Marne Chamber of Commerce, and 
to the largest data centre in Europe. 

Companies that will take up residence in these 
new tertiary programmes will contribute to 
maintaining a level of job creation of two jobs 
per person of working age in Val d’Europe, 
which is an exceptional ratio both for the 
greater Paris region and for any new town. This 
regeneration of the tertiary sector indicates the 
changing scale of Val d’Europe over recent 
years as a major business hub East of Paris, 
notably led by the economic driving force of 
the important European tourist destination 
that has formed around Disneyland Paris.

More information...
valdeurope.com



ENSURING  
WELL-bEING  
IN THE WORkPLACE 

Disneyland Paris is committed to creating  

a working environment that  
is respectful of its Cast Members 
and a fulfilling place to be.

14,000(1)
 CAST MEMbERS, 86% PERMANENT HIRES, 

100 NATIONALITIES AND 20 LANGUAGES SPOkEN, 

OVER 500 TRADES, 300,000 HOURS Of PAID TRAINING 

Source: 2009 Social Audit “Bilan Social” (1) 13,310: weighted-average number of employees by the Group for fiscal year 2010

2010 Annual Review
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Ensuring Well-being in the Workplace

Disneyland Paris is  
the leading, single site 
employer in the Paris 

region. In our company, 
where the sense of 

hospitality and creativity 
are fundamental values, 

it is our Cast Members 
who make the dream 

become reality. They are 
the key to our success 

and we are continously 
renewing our 

commitment to them.

We supported our Cast Members and main-
tained our workforce numbers while continuing 
to recruit in France and abroad. We are 
committed to this strategy and leveraged new 
tools and events for recruiting

We are continuing to develop innovative and 
creative solutions to attract candidates  
and address the demographic challenges of 
tomorrow. All our actions, whether unique 
casting events or social media exchanges,  
are aligned with our Recruitment Charter 
based on open dialogue, efficiency and equal 
opportunity. 

Disneyland Paris is a major employer, recruiting 
more than 6,000 people in 2010. In particular, 
we have maintained our levels of permanent 
contracts, and of our 3,000 employees on 
seasonal contracts, 435 have been transferred 
onto permanent contracts. In addition to main-
taining employment, we have also maintained 
our salary plan, despite the economic condi-
tions, in recognition of the ongoing levels of 
commitment of our teams. We have also taken 
other measures to enhance the purchasing 
power of our employees, such as subsidising 
75% of their public transport costs (up from 
65%) and harmonising payments made under 
the early childhood scheme. 

Disneyland Paris is a great school for learning 
the keys of service and hospitality and is a real 
stepping stone for professional development. 
We promote strong values and we have made 
significant commitments in terms of fighting 

against discrimination and integrating people 
with disabilities, young people and older 
people into our workforce. 

The development of the internet and social 
networks has accelerated in recent years, and 
forums and blogs have greatly changed the 
way people interact and express themselves. 
These new forms of communication offer  
a fantastic opportunity for our destination  
to interact on the Web. With this in mind,  
we provided our Cast Members 
with a guide to social net-
works that presents the 
main official platforms of 
Disneyland Paris. 

We have also fully inte-
grated these social media 
platforms into our recruit-
ment systems. As they do 
each year, our Casting 
teams organised a 
number of cutting-
edge and original 
events in 2010. The 
European recruitment 
campaign organised for the 
launch of the new genera-
tion Festival allowed us to 
meet nearly 1,000 people 
across Europe. In the light 
of the economic crisis,  
the company continued 
t o  o f f e r  f i x ed - t e rm 
contracts to those 

Our recruitment campaigns reflect our 
company culture: they are all about putting 
on a good show.  Whether this involves 
Street Marketing in the colours of the 
Disney new generation festival, or special 
operations, our various recruitment initia-
tives promote the creativity and conviviality 
of working for Disney, and allow us to 
create a pool of potential candidates.

In September 2010 we organised our annual 
part-time recruitment drive to help young 
people with their projects, offering a wide 
range of 16-hour weekend contracts in our 
hotels, restaurants, and in sales and reception 
positions. These contracts allow an average of 
645 young students to pay for their studies 
while living the Disney experience. They are 
also a way for the company to strengthen its 
teams with new talent. In 2010, the company’s 
recruitment teams created a festive atmos-
phere in one of the high temples of student 
social life, the Gibus in Paris, bringing it into 
the Disney universe.  

In autumn 2010, the recruitment team went  
to Munich, Germany to lead a major campaign 
targeting students of universities and hotel 
schools. The first stage of this campaign took 
place on 27th September 2010, during the  
celebrated Munich Oktoberfest, where our 
recruiters met more than a hundred candidates 
during the best biscuit competition! 

The big event of the year was a new type of 
recruitment session. The event was called 
“Junior vs. Senior – The battle won’t happen” 

and was a first for Disneyland Paris. For the 
occasion, more than 150 pre-selected older 
applicants met one of the 20 recruiters  
attending the event. The event also allowed  
40 younger staff members to meet these  
applicants so that they could discuss their 
respective skills and expertise during mixed 
role-play sessions.

During the year, we also renewed our commit-
ment to two key players in the field of work- 
force integration.  We renewed the agreement 
signed in 2006 with Pole Emploi, the French 
national employment agency, with the aim of 
being more efficient in terms of recruitment 
and communication about our vacancies and 
improving follow-up of our actions. In June 
2010, we also signed an agreement with APEC, 
the agency specialised in recruiting manage-
ment level staff, because we share common 
values such as diversity and innovation, both  
in terms of recruitment and in terms of career 
management. Disneyland Paris can benefit 
from the quality of the APEC network to 
develop its relationship with universities and 
teaching institutes. 

ATTRACTING   
TALENTED PEOPLE

ATTRACTING  
ALL PROfILES  
Of APPLICANTS

RECRUIT  
YOUNG AND OLDER CANDIDATES

wishing to work in sales, catering and custo-
mer-facing jobs. In April and May 2010, the 
Human Resources team went to England, 
Estonia, Germany, Belgium, Spain, Sweden, 
Italy, and all over France looking for new talent. 
Of the 2,000 jobs available, more than half 
were filled during this innovative campaign, 
and applicants from all the countries visited 
were able to join us. 

The aim of this innovative campaign was  
to offer applicants, regardless of their profes-
sional qualifications, the chance to work  
in a multicultural environment and acquire 
professional experience in a company that  
is recognised for the excellence of its customer 
service.
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Training is a key means of employee deve-
lopment. We have five main categories  
of training: Integration of new recruits, 
regulations, leadership, interaction with 
guests, professionalization. 

In all, more than 300,000 hours of paid 
training were provided during the year 
(Source : Social Audit, Bilan Social 2009).  
We are very aware of the expectations  
of our Cast Members and we invest  
extensively in the development of their 
professional skills. 

From the moment they join the company, 
they enter Disney University, our AFAQ-
AFNOR recognised training centre. More 
than 5,500 new Cast Members have been 
trained here, on a three-day company 
induction course. 

Some of the other operations include 
leadership training for some 900 line- 
managers at the Disney University, and  
the creation of the Leader’s Corner,  
a web-based tool that allows all those  
who have followed the training course  
to stay in touch.

PROfESSIONALIzATION 
THROUGH  

TRAINING

2010 Annual Review

© Disney•Pixar

More information...
http:// corporate.disneylandparis.fr
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Disneyland Paris’ strategy must have meaning 
for every Cast Member. We are committed  
to high-quality communication and dialogue 
with our unions, and to a transparent compen-
sation structure. This is in addition to our 
fundamental principles of working together, 
safety, show, courtesy and efficiency. We are 
proactive in assuring diversity, gender parity, 
employment and integration of people with 
disabilities and seniors. Our commitment leads 
us each year to undertake concrete actions 
involving everyone in the company. Disneyland 
Paris intends to remain a proactive leader  
in these areas. 

After a demanding assessment carried out  
by AFNOR Certification, during which all  
of the group’s HR policies and processes  
were audited in 2009 and 2010, the Group  
was awarded the Diversity Label. This Label  
recognises our commitment to preventing 
discrimination, respecting equal opportunities 
and promoting diversity. It signals a new phase 
in this commitment, as we continue to structure 
our approach and pursue efforts to promote 
diversity both within and outside the company, 

and to correct and improve our procedures in 
this area each time it is necessary to do so. 

In 2009, this commitment led us to sign  
a partnership with the “Talent in our inner 
cities” association (“Nos Quartiers ont des 
Talents”). One year into the partnership,  
the association has made a very positive asses-
sment of our efforts, not only because of the 
results but also because of the quality of  
the follow-up in place. Our company is the 
only business to have a five-person team dedi-
cated to writing and implementing action 
plans relating to the selection of mentors,  
the follow-up of mentees and their mentors, 
and the creation of appropriate tools. In addi-
tion, in July 2010, Disneyland Paris opened  
its doors to qualified people from the associa-
tion as part of its careers open-house day, 
where 50 young people were able to find out 
about the range of careers available at the 
resort. It was a fun and interactive way to help 
them define their professional goals and 
further their knowledge and understanding  
of the business world.

HELPING  

EACH AND EVERYONE  
TO EMbODY THE COMPANY’S STRATEGY

ENSURING THE WELL-bEING  
Of OUR CAST MEMbERS

Also as part of the signature of the Diversity 
charter, the company has drawn up an action 
plan to encourage the employment of seniors. 
This action plan is in place since 1st January 
2010 and will last for three years. It contains  
a number of commitments with regards to 
recruiting the “over-fifties”. In concrete terms, 
we have committed ourselves to recruiting  
at least 60 senior Cast Members between 2010 
and 2012, on all types of contracts: permanent, 
fixed-term, full- and part-time. Currently,  
17% of the company’s employees are aged  
45 and over.

We support more than 460 disabled Cast 
Members through our “Mission Handicap” 
department. Six business agreements have 
been signed in this area in the last 15 years, 
and the company continues to adapt its jobs 
for Cast Members with special needs. In 2010 
we pursued our efforts and will continue  
to assist our disabled Cast Members in their 
daily lives.

2010 was also notable for the signature of  
a new agreement on equal pay and opportuni-
ties for men and women. With this agreement, 

we are reaffirming our commitment in this area 
and are showing our willingness to continue 
the policy, which has existed for a number of 
years, by adding new measures to it. These 
new measures will include comparing on  
a regular base the compensation between 
women and men, developing gender balance 
in recruitment and employment and taking 
parenting responsibilities into account in  
a career path. They will also seek to strike  
a better work-life balance.

DOMINIQUE SCHMAUCH, 
Founder of Averroès  
Développement Consulting 

Dominique Schmauch is  
a professor affiliated with 

a number of business 
schools. He is a specia-
list in organizational 

dynamics and a recognized expert in the 
fields of strategy, management and 
leadership. 

When I was introduced to the Cast-
Memberland concept I was surprised by 
how creative it was and how it deserved 
more attention.  It is, in fact, very innova-
tive to create something dedicated to 
thinking about “quality of life” at the very 
heart of a classic, organized structure.  
Companies do not generally think about 
quality of life and indeed it is very rare for 
them to do so because they mostly focus 
on working conditions.  It is important to 
remember that companies rarely inno-
vate and that things have a strong 
tendency to be written in stone, as they 
do with all institutions.  And yet this 
place, where emotions are created for 
many and things often change with the 
seasons, focuses great importance on 
proximity and helping employees find 
pleasure at the heart of the company. 

In this generous act, Disneyland Paris 
gives its employees somewhere to 
express their feelings.  The symbolism of 
having a Town Hall (in French: Conseil 
Municipal) is a strong one – if they wish to 
do so employees can invest their time 
and personality to achieve the empower-
ment necessary to move things along 
within the company.  Whether it be Cast 
Members pooling ideas, sharing or buil-
ding something together, this approach 
is without a doubt generous and it encou-
rages teamwork while bringing a real 
improvement to living conditions. The 
system of interaction enables, for 
example, rapid responses to be provided 
for problems where well-being may be 
impacted.

Now we must find the appropriate words 
to describe and present this concept 
which is so, so innovative because we 
cannot continue to use outdated vocabu-
lary anymore.

Cast Members come to work for us because  
of the Disney brand, but we gain their loyalty 
through the breadth of opportunities for  
training and practical  experience that 
Disneyland Paris can offer. For most of them,  
it is often their first professional experience. 
We are conscious of our responsibility as an 
employer and we invest heavily in developing 
our Cast Members as professionals of the 
hospitality industry. 

Our Human Resources teams work in close 
partnership with the various divisions throu-
ghout the Group, providing support for their 
organisational requirements and helping them 
to develop and train their teams. 

The Human Resources department has under-
gone a transformation by putting in place new 

tools and a new organisation structure, as it 
seeks to operate more effectively. In 2010,  
we continued to equip ourselves with more 
effective tools, and to simplify procedures to 
save time. The Human Resources department 
was thus able to shift to being an advisor for its 
internal customers with the ability to support 
the company in its strategic, organisational, 
operational and technological choices.

We are committed to fostering an environment 
that allows us to play our social role, by placing 
human beings at the heart of our initiatives, 
and by fostering social dialogue. Over the 
fiscal year, we organised 36 works council 
meetings and signed 7 major agreements with 
our employee and union representatives.

HUMAN RESOURCES  

AS CLOSE PARTNERS

To ensure well-being within the company it  
is also essential to have excellent working  
conditions and pay particular attention to 
occupational health and safety. 

Our constant aim is to encourage optimal 
conditions in the company, and this led us  
to create an Occupational Health Department  
in 2009, which became effective in 2010.  
This creation further reinforces our policy  
for preventing psycho-social risks, which was 
launched in 2005 with the unions. 

The Occupational Health & Safety Department 
brings together all the departments whose 
role is to preserve the physical, mental and 
social health of employees (Occupational 
Health, Employee Welfare Department 
Services, First Aid, Workplace Health and 
Safety representative, Trainers, Ergonomist, 
etc). By creating a synergy between all these 
stakeholders, the Occupational Health and 
Safety Department has developed an occupa-
tional health and safety policy concerned with 
following major themes: enlisting management 
participation and raising employee awareness 
of occupational health and safety issues and 
best practices, particularly concerning psycho-
social risks. 

In addition to the system that has existed since 
2005, a set of additional measures was imple-
mented during the year. We have doubled  
the number of visits by a psychologist to the  
site (from 2 to 4 visits per month). We have 
impro-ved management training on listening  
to and supporting people in difficulties, and 
have provided greater information on where  
to direct people in distress. We have also 
encouraged a closer working relationship 
between the Human Resources managers,  
the Occupation Health department and our 
teams, in order to detect any signs of distress  
in employees and provide them with support.

With the aim of better understanding how the 
current social and economic climate can affect 
certain employees, we launched a number  
of major in-house studies in 2010, including  
a Social Audit led by Synergence, to provide 
data for an improved comprehension and  
to help identify appropriate additional actions.

OCCUPATIONAL 

HEALTH
The personal development of our Cast 
Members is a top priority. Ten years ago  
we launched an innovative programme called 
CastMemberland, which involves an entire team 
dedicated to creating social and sporting events 
for Cast Members, and to facilitating day-to-day 
life in our backstage. Since 2005 we have sought 
to proactively address the psycho-social risks for 
our Cast Members by providing additional 
resources and tools to support their needs.  
In addition, we have communicated extensively 
on these services by featuring them in on site 
cast publications in response to the challenging 
economic context.  

With over 14,000 employees working on a site 
that covers more than 100 hectares, Disneyland 
Paris is like a town, with all the transport, 
hygiene, catering and community aspects  
that this engenders. Created ten years ago 
with the aim of bringing our teams together 
around an innovative project based on liste-
ning and taking action, the CastMemberland 
programme has allowed everyone involved  
to have an impact on the daily life of company 
employees, making our backstage a “town” 
which is pleasant to live in.

CastMemberland involves listening carefully  
to what our employees have to say in think 
tanks, individual interviews and satisfaction 
surveys, and it covers three levels of expecta-
tions: the basics (safety, cleaning and transport), 
comfort and leisure.

This has notably involved the 
construction of a welcoming 

location for employees which is known as 
“Imaginations” and includes most of the 
services destined for Cast Members. It was  
an instant success: There has been an improve-
ment in conviviality and a rise in satisfaction 
rates. The unions and employee representatives 
found our approach interesting and were quick 
to understand the stakes behind the initiative. 
CastMemberland has rapidly established itself 
as a company programme. The team has been 
strengthened and its range of responsibilities 
widened. Our efforts focused on comfort with  
a rehabilitation programme for the break rooms. 
Services for Cast Members have been deve-
loped, with the on-site presence of a hairdresser, 
cash points, a store, an information kiosk,  
a public letter writer and machines for rechar-
ging transport passes.

Currently our efforts are more focused on fun 
and leisure activities, with the organisation  
of in-house events and shows in partnership 
with the works council (sporting competitions, 
bingo nights, or the Cast Member Party),  
as well as initiatives geared toward pride  
of belonging to the company.

CastMemberland is without doubt a comple-
tely new and innovative concept which has 
played a large part in improving living condi-
tions on-site. Our primary objective is to make  
the company a great place to work, and 
CastMemberland is one of our best tools for 
achieving this. This unique concept – Cast 
Members tell us they have never seen it  
in other companies – could inspire other  
institutions and organisations. In 2010, the 
CastMemberland programme was honoured 
with the Well-Being in the Workplace Trophy 
(in French: Trophée Mieux vivre en entreprise) 
from RH&M Group during its 2nd national 
congress in Paris.

Ensuring Well-being in the Workplace 2010 Annual Review
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Rapport d’activité 2010

PROVIDING
SUPPORT  
TO OUR COMMUNITY

Since it opened, Disneyland Paris has always sought  

to have a positive impact  
on underprivileged children  
and their families.

OVER 9,000 CHILDREN WISHES fULfILLED SINCE 1992 

10,500 HOURS Of VOLUNTEER WORk bY DISNEY VOLUNTEARS IN 2010 

75 COMMUNITY EVENTS fOR CHILDREN AND fAMILIES IN 2010

2010 Annual Review
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As a major economic 
player, a creator of jobs 
and a developer of our 

local area, we have 
extensive contact with  
the local communities. 
the well-being of our 
Cast Members is very 
important and that of  

our neighbours is also.

Inspired by the generosity of its founder,  
The Walt  Disney Company has a lways 
supported causes dedicated to children  
and families. Proud of this noble heritage, 
Disneyland Paris has always encouraged 
projects that offer outreach and support and 
also provide help to children in developing 
their appreciation for reading. We are often 
asked to help and we work closely with many 
charitable organisations each year.

The importance of community relations is  
a value inherited from Walt Disney himself,  
and all the Disney parks in the world have  
a community relations department. In 1991, 
before the Disneyland Park had even opened, 
we had already begun working with local 
hospitals. We have long-standing partnerships 
with international charitable organizations. For 
example, Disneyland Paris and the Red Cross 
have been working in partnership for a number 
of years. Walt Disney joined the Red Cross as 
an ambulance driver during the First World 
War. In 2010, The Walt Disney Company gave 
100,000 dollars to the International Red Cross 
fund for aid to the victims of the earthquake  
in Haiti. Disneyland Paris actively supported 
the fundraising activities with its “Kermesse 
des cœurs” fête.  

Our commitment is unwavering and our 
actions are for the long term. In recent years 
we have seen that our stakeholders and guests 
expect us to show responsible and community-
focused behaviour. They are keenly interested 
in our community relations activities and  
the very meaning of our commitment.  
Consequently, we have chosen to better publi-
cise our commitment and our actions. 

We have launched platforms on social media 
networks to improve interaction with our stake-
holders, our priority being community-focused 
and locally rooted actions. To this end we have 
launched a Twitter feed about the company 
(Disney_ParisEN), a Facebook profile for our 
Disney Ambassadors on our community-based 
activities, and a channel on the YouTube site 
which serves as a true interface between the 
company and our stakeholders.

An Ambitious  

community RelAtions 
Policy

Since it opened, Disneyland Paris has always 
sought to have a positive impact on underpri-
vileged children and their families through 
various actions with charitable organisations. 

As part of the 21st edition of the Pièces Jaunes 
Operation, which collects small change to 
donate to French public hospitals, Disneyland 
Paris supported the Hôpitaux de Paris – 
Hôpitaux de France foundation to improve  
the daily life of sick children. In January 2010, 
the Disney VoluntEARS distributed piggy 
banks  to  var ious  depar tments  w i th in 

Disneyland Paris so that employees 
could take part by giving their 

small change. In February,  
the team was out and about 
collecting donations and was 
able to see that once again 
this year our employees were 
generous givers. In June, 
Disneyland Paris invited the 
twenty young winners of  

a nation-wide competition who 
participated in the fund-raising effort 

to spend a dream day in the Disneyland Park. 
The children were also able to see what the 
Pièces Jaunes operation provides within 
French public hospitals, by visiting some of  
the facilities that it has funded in a Parisian 
hospital, accompanied by the former first lady 
of France, Bernadette Chirac, the patron of  
the charity.

On 19th June 2010, Disneyland Paris invited  
nine schools and charities that work with chil-
dren to take part in a special day linked to the 
Fête de la Musique, the annual French music 
jamboree. On the programme: A musical tea 
party, quiz and meet’n’greets with the Disney 
characters. This festive day started on a high 
note, with a visit to the two parks, followed  
by the musical tea party at the Hotel Santa Fe  
in the afternoon, where the children were 
welcomed by Disney characters and were 
taught to dance the Bamba with Minnie.  

A music quiz allowed them to test their 
knowledge, with a number of prizes to be won. 
20 Disney VoluntEARS worked alongside  
the community relations department to share 
the magic of Disney with the children and make 
this into a really special day. Each month, 
Disneyland Paris hosts themed Solidarity Days 
(carnivals, egg hunts, mini-Olympics, and more), 
during which charitable organisations are invited 
to join in the fun taking place in the parks.

Since it opened, Disneyland Paris has always 
come to the assistance of those who need it 
most. Therefore a partnership with the Restos 
du Coeur (a food distribution charity) seemed 
particularly appropriate. We quickly developed 
a special relationship with the Restos du Cœur 
of the Seine-et-Marne area in order to firmly 
position our activities with the most under- 
privileged locally, and we have carried out  
a number of activities alongside them. 

The Disney VoluntEARS were actively engaged 
in the collection of food products in supermar-
kets and also backstage at Disneyland Paris. 
Over the years, the relationship between 
Disneyland Paris and the Restos du Cœur has 
grown ever stronger, and it was a natural 
progression to take part in their “Vaux- 
le-Vicomte Symphonies” event (in French:  
Les Symphonies de Vaux- le-Vicomte ) , 
presented by Eve Ruggiéri on June 13th 2010. 
We provided exceptional logistical support: 
creation of a stage, loan of technicians and 
material, support for communication and  
printing of posters – and also the contribution 
of a number of volunteer Cast Members.  
Lastly, we also made donations as part of this 
initiative through the volunteer recognition 
EARS to You programme run by The Walt 
Disney Company, and this has purchased  
a refrigerated truck, while 1,000 bedspreads 
were also donated to be given to disadvan-
taged families.

bRinging dReAms  
And mAgic  
to those who need them most

DAnIel MontAgnon,  

President of Restos du Cœur Seine-et-Marne 

On Sunday, 13 June 2010, the first  
classical music concert organised to 
benefit the Seine-et-Marne Restos du 
Coeur, included the magic of Vaux- 
le-Vicomte Symphonies presented by 
Eve Ruggiéri which operated all day.
 
The sun was shining as the event was 
being set up and continued to shine  
all day on this open-air concert. The 
presence of more than 700 spectators 
together with the support of 25 volun-
teers from Disneyland Paris and the 
Disney VoluntEARS, ensured that the 
event was a success

The charity worked for nearly a year to 
organise this fund-raising event, 
supported by its enthusiastic partners 
who offered their assistance from the 
very first day, including of course 
Disneyland Paris. 

Over the years,  the relat ionship 
between us grows ever stronger.

more information...
www.facebook.com/ambassadeur.disneylandparis

more information...
www.restosducoeur.org
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EARS TO YOU
ADDING VALUE TO EMPLOYEE COMMITMENT

The EARS To You programme was created by The Walt Disney Company to reward the volunteer efforts 
of our employees. A donation is made to the charity of their choice, according to the number of hours  
of volunteer work carried out. The amounts are calculated based on the number of hours given during  
the year:

fOR 10 TO 24 HOURS Of VOLUNTEER WORk, A CHEqUE Of AROUND 80 EUROS  

IS AWARDED 

fOR 25 TO 49 HOURS Of VOLUNTEER WORk, A CHEqUE Of AROUND 200 EUROS  
IS AWARDED

fOR 50 TO 74 HOURS Of VOLUNTEER WORk, A CHEqUE Of AROUND 400 EUROS  
IS AWARDED

fOR 75 HOURS AND MORE, A CHEqUE Of AROUND 800 EUROS IS AWARDED

© Disney•Pixar

Christmas Toy Drive

We are the leading private employer in Seine-
et-Marne and one of the largest tax-payers  
in the region. We have a responsibility to  
the communities within which we reside. We 
work with a number of charities in our region 
and have also forged a close working rela-
tionship with the Seine-et-Marne Département 
Council over the years. Social and community-
based action is at the heart of this working 
relation-ship, alongside environmental and 
economic initiatives, such as programmes  
to help young people get a foothold into the 
workplace through the “Our Neighbourhoods 
have Talent” and the “Cap Parrainage” mento-
ring programmes.

As we are aware of how difficult it can be to 
join or rejoin the employment market, we have 
chosen to participate in operations that help 
young and not-so-young people to find work.
 
The partnership that we have formed with 
Initiatives 77 seeks to facilitate the insertion of 
Seine-et-Marne residents who are in difficulty 
– young people, people on low incomes, and 
people with disabilities. With the support of 
the Seine-et-Marne council, this agreement 
has resulted in a number of training actions 
and provided direct access to employment  
in the hospitality industry.  After five years  
of partnership, we remain focused on our 
mission and are developing new projects  
that wil l  see us combat exclusion from  
the worplace by facilitating access to employ-
ment and the creation of professional insertion 
programmes.

Disneyland Paris has also joined the profes-
sional network Cap Parrainage, which seeks  
to encourage the recruitment of people who 
have difficulty finding work.

Members of our management teams act as 
sponsors for these people of all ages, inclu-
ding young people from underprivileged 
areas, offering them moral support and advice 
in order to guide them in their attempts to join 
or rejoin the employment market. 

Working closer to home in April 2010, Disney 
VoluntEARS lent their support to the first 
cartoon fair in the local town of Serris. The fair, 
which was designed to introduce youngsters 
to the pleasure of reading, was also the chance 
for local residents to broaden their knowledge 
of the graphic novel and comic book genre.  
As well as reading alongside the children  
in attendance, Disney VoluntEARS role-played, 
voicing characters from featured publications.

Also in the local sphere, we have had a direct 
partnership for many years with the Musik’Elles 
festival at Meaux. In 2010, Disneyland Paris was 
the partner for the official launch of the festival. 
This partnership is a good illustration of the 
strong synergies that can exist between local 
cultural activities and Disneyland Paris. This 
partnership has also revealed a shared awareness 
in terms of diversity and gender equality. 
Consequently, we promote the female talents 
performing at Musik’Elles every day at Disneyland 
Paris, and this is an area in which we have been 
very active for a number of years now.

bEING A  

RESPONSIbLE NEIGHbOUR  ENCOURAGING  
COMMUNITY SERVICE 
AND OUTREACH

Disneyland Paris is a responsible company, 
employing men and women who invest 
themselves in a number of community acti-
vities in addition to their paid work. 
T h ro u g h  t h e  D i s n e y  Vo l u n t E A R S 
programme we make available to each  
Cast Member the opportunity to undertake 
volunteer work. We provide them the time 
and resources necessary to organise events, 
collection initiatives, to host underprivi-
leged children and families at Disneyland 
Paris during our Solidarity Days, as well as 
to visit children in hospitals.

Taking cinema to pediatric wards is one 
thing, but taking Disney-Pixar’s Toy Story 3 
and its star, Woody, to hospitalized children 
is another. Disney VoluntEARS partnered 
with the French charity Les toiles enchan-
tées to offer hospitalized children a magical 
encounter from the safety of their ward. 
Youngsters from four different Parisian 
hospitals were delighted to watch the film 
and meet its famous cow-boy.

VERY ACTIVE  

DISNEY VOLUNTEARS
The 800 VoluntEARS at Disneyland Paris bring 
a wide range of skills to charitable organisa-
tions in a number of areas. For example, they 
make many visits to hospitals and also take 
part in events beyond the gates of Disneyland 
Paris, running workshops especially for chil-
dren. They can also act as guides for families 
who are visiting the theme parks as part of  
the Disney Wish programme, or welcome our 
young visitors during the Solidarity Days. 
Through the community relations department, 
they are also present at national events. These 
events, where we also organise fun workshops 
(makeup, balloon sculpting and more), 
are a great occasion for 
sharing the Disney spirit 
and turning every gathe-
ring into a party. 

More recently, they played a very important 
role during the implementation of Disney’s 
Reading Together programme, launched in 
July.  This programme calls upon them to share 
the fun of reading with children. 

We also encourage their involvement at a  
local level, to be consistent with our “respon-
sible neighbour” policy. For example, the 
“Frimousse” operation run by UNICEF, has 
allowed the VoluntEARS to work with children 
in the day care centres of the five towns that 
make up Val d’Europe, helping them to make 
rag dolls for adoption. The minimum donation 
for each doll is 20 euros, and the funds raised 
will go towards the vaccination of children  
in developing countries.

Disney VoluntEARS bring the 
support to those who need it 

most. In 2010, they participated 
to an exceptional operation 
with the Restos du Cœur de 
Seine-et-Marne and donated 
near to € 70,000 to this orga-

nization through the EARS 
To You programme.

THE DISNEY 
VOLUNTEAR 
Of THE YEAR

Each year, The Walt Disney Company 
acknowledges the volunteer work carried 
out by its employees by naming the Disney 
VoluntEAR of the Year in each country.  
At Disneyland Paris we have more than 
800 Disney VoluntEARS who donate their 
time to bring magic to children and fami-
lies in difficulty. This year they have once 
again taken an active part in a number of 
outreach actions. 

On 1st July 2010, Luc Gerry from the guest 
Flow team was named Disney VoluntEAR 
for 2010 in France. Since he joined the 
Disney VoluntEARS programme in 1998, 
Luc has shown unwavering support for the 
various charitable operations carried out 
by the community relations department  
at Disneyland Paris. Luc shows real impli-
cat ion,  which translates into many 
hundreds of hours of volunteer work each 
year. This nomination allows him to give 
the charity of his choice a cheque for 2,500 
dollars. Luc has chosen the charity “Oscar’s 
Angels”, which provides assistance to 
families with children or teenagers who 
are handicapped or in a coma.



MINIMIzING OUR  
ENVIRONMENTAL  
fOOTPRINT

All participants in the economy  
of the Seine-et-Marne department should  
take responsibility for the  
protection of its water resources.

2010 Annual Review

15%  Of THE ELECTRICITY USED AT DISNEYLAND PARIS COMES fROM RENEWAbLE 
ENERGIES

25 METRIC TONS Of CANS AND PLASTIC bOTTLES RECYCLED bY OUR GUESTS AND CAST
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Environmental protection 
has been important to us 
since the opening of the 

first Disney Parks. 
By drawing on this 

tradition, and together 
with the help of our  
Cast Members and  

our guests, we have  
set ourselves ambitious 

goals of balancing  
the growth of the 

destination with respect 
for the environment.

Minimizing our Environmental footprint
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DEVELOPING   
A SUSTAINAbLE TOURIST DESTINATION

There are five main pillars to our actions: redu-
cing and recycling waste; saving energy and 
using more renewable energies; reducing  
our water use; reducing our direct greenhouse 
gas emissions from fossil fuels; and having  
a positive impact on ecosystems. These actions 
are applied in our theme parks, hotels and  
in the Disney Village, as well as backstage. 

We have also undertaken a proactive engage-
ment programme with local stakeholders 
sharing with them our environmental policy  
in order to align our efforts with the environ-
mental priorities of the Seine-et-Marne. 

Our approach is to balance the long-term 
growth of our tourist destination with the 
management of its environmental footprint. 
There are three spheres of action:

ACT 
Our own efforts to limit this impact are  
important and we are keen to improve our 
performance by developing our existing 
systems, but also to innovate through new 
solutions and large-scale projects.

INfLUENCE 
Raising awareness of those we work with - 
primarily our Cast Members - is also a key 

element to our approach. Since 2008, The 
Green Standard program has shown its worth, 
while other areas of leverage have emerged, 
such as our collaboration with partners and 
suppliers. 

INSPIRE 
Our guests also want to know what we do to 
protect the environment, and what they in turn 
can do during their time with us. Communicating 
our commitment to this issue in a fun and 
magical way is one of our core strategies.

To firmly entrench our actions locally, we have 
created a programme of meetings with stake-
holders from our region, in order to have 
constructive discussions about our environ-
mental impact. These meetings include a  
visit to our site and facilities to encourage better 
understanding of our specif ic context,  
a presentation of our environmental strategy 
and ongoing dialogue about the various envi-
ronmental stakes. These meetings with local 
associations interested in the environment and 
institutional experts in the field have produced 
very rich discussions which have helped us 
better define our priorities with regards to the 
problems that are unique to our region. The 
protection of water resources and the preserva-
tion of biodiversity have emerged as two major 
areas of importance during these discussions.

2010 Annual Review

INSPIRE
Use the strength of  
the Disney brand to inspire 
environmentally friendly  
behavior by our guests  
and stakeholders

THE ACTION-bASED PHILOSOPHY 
Of THE WALT DISNEY COMPANY

ACT
Reduce our operational impact  
on the environment:
• Wastes
• Energy
• Water
• Greenhouse Gas Emissions (GHG)
• Ecosystems

INfLUENCE
Encourage our Cast Members 
and our professional partners  
to adopt responsible behavior  
to preserve our environment
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53

Water is an essential natural resource for the 
magic of our site and, as such, is at the heart of 
our environmental priorities. The unwavering 
efforts by the company have enabled us to 
reduce average potable water consumption 
per visitor per day from 142 to 134 litres 
between 2006 and 2010. 

In 2010, we laid the first stone of the on-site 
wastewater treatment plant. This plant will 
process waste water from the resort’s two 

theme parks and the Disneyland Hotel, repre-
senting some 740,000 m3 per year. Almost all 
of this water will be recycled and used to run 
water stream like River of the Far West,  
to clean side walkes and roads, water our 
gardens and particularly the Disneyland® Golf 
Course, and will also help to cool the resort’s 
power plant. The surplus water will be stored 
in rainwater holding basins at Val d’Europe, 
illustrating once again the interaction between 
the tourist resort and the urban centre.

In recent years, many environment-related 
issues have seen great improvement: In trans-
port (better access by public transport, free 
shuttles, carpooling for our Cast Members, 
etc.); in our hotels (water and electricity-saving 
systems, motion sensors, etc.); in restaurants 
(recycling oils, etc.); in shops (plastic bags of 

80% recycled plastic, etc.) and of course across 
the entire resort (analysis of water quality, 
reduction in noise pollution, species conserva-
tion, etc.). In 2010 we undertook a number of 
major projects, which will help us to achieve 
the medium-term objectives that we have set 
for ourselves.

goAlS •  By 2013: Reduce volumes of incinerated solid waste by 15% 
 • Implement recycling throughout the site: backstage, on stage and Resort
 •  Increase purchase volume of products using recycled materials

goAl •  Reduce water consumption and resource tapping

disneylAnd® PARis mid-teRm

enviRonmentAl goAls

We have reinforced our recycling strategy. 
Since summer 2009, the organic waste collected 
from Disney’s Newport Bay Club Hotel has 
been transformed into methane and then into 
electricity. As a result, 137 tons of organic waste 
(organic food and kitchen waste) were collected 
and treated by anaerobic digestion during 
2010, thus reducing incineration treatment. 

Guests at the Walt Disney Studios Park can 
now actively participate in our recycling effort. 
Recycling bins for cans and plastic bottles have 
been installed throughout the Walt Disney 
Studios Park. We also installed recycling bins  
in the staff restaurants and break rooms backs-
tage. In all, nearly 25 tons of cans and plastic 
bottles were recycled during the fiscal year by 
our Cast Members and guests.

wASteS

wAter

BIoDIverSIty AnD eCoSySteMS
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2010 was also the 
year of biodiversity. 
To h ighl ight  the 
importance of this 

issue, particularly in 
Seine-et-Marne, and of 

the role each one of us 
plays in protecting the flora and 
fauna of the planet, we made it 
one of our principal themes 
during our 2010 Earth Day, an 

in-house event held each year with 
our  Cast  Members  and our 
external partners. To coincide with 
this year’s event, we received  

a label from the French Ministry  
for the Environment, Energy and 
Sustainable Development as part of  

the “2010 International Year of Biodiversity” and 
welcomed a prestigious guest of honour who 
has worked with us on a number of occasions: 
the Olympic medal-winner Jean Galfione.

We have also put in place a construction 
charter, which encourages the purchase of 
wood from certified sustainable forests for 
wood imported from outside Europe. In addi-
tion, we have implemented life-cycle analysis 
when studying new projects. This assesses the 
impact of the project during construction, 
maintenance, and ultimately the end of the 
project’s useful life. An emblematic project  
in 2010 was the use of natural stone from 
Burgundy to renovate the balustrade at 
Sleeping Beauty’s Castle.

goAlS •  Develop and implement an integrated approach for designing, building, and 
protecting wildlife habitat in all new construction projects

	 •  Develop indicators on Biodiversity

million m3 of PotAble wAteR consumed 2,008

142

129 128
130

134

20072006 201020092008

134 liteR/ 
guest/dAy 
in 2010

© Disney•Pixar

Water is a vital resource for the Seine- 
et-Marne Département in France. In the 
last few years, due to diminished rainfall, 
the hydrological situation has deterio-
rated and water levels have fallen to 
their lowest levels.

As a major participant in the economy  
of the Seine-et-Marne Département, it is 
appropriate that Disneyland Paris do its 
part to protect those water resources, 
both quantitatively and qualitatively. 

Disneyland Paris has an objective to 
reduce its consumption of drinking 
water and to invest in water treatment 
and recycling facilities.

These measures are indicative of the 
efforts ongoing at our site to reduce its 
impact on water resources. They are 
complementary to the policy embraced 
by the Seine-et-Marne Département.

minimizing our environmental footprint 2010 Annual Review

more information...
http:// corporate.disneylandparis.fr

Groundbreaking of the wastewater 
treatment plant



THINkING bEYOND   
OUR ExISTING TOURIST DESTINATION

In Val d’Europe we are pursuing our goal of  
a compact, urban development through 
suitably adapted architecture and city plan-
ning. The Amendment to the Main Agreement 
allows the public authorities to make improve-
ments in infrastructure, particularly in terms of 
public transport. A building charter has been 
drawn up that proactively anticipates the future 
French “Grenelle II” environmental laws and 
allows us to build the city of the 21st century.  
Finally, with the Villages Nature project, we are 
inventing the eco-tourism of tomorrow. In the 
long term, the geothermal energy used to heat 
this new tourist concept could supply up to 
30% of the needs of the two Disney Parks. 

DEVELOPING  
A SUSTAINABLE ECONOMIC 
HUB THAT IS PLEASANT  
TO LIVE AND WORK IN

The ongoing development of Val d’Europe 
takes into account the measures included  
in France’s Grenelle I and II laws on sustainable 
development, and it should therefore take 
place within the framework of an environ-
mental strategy that maintains the urban/
nature balance. This strategy means that each 
town should incorporate room for nature, 
through the creation of a large urban park, 
landscaped squares, green pathways on the 
banks of rivers and ponds. In Val d’Europe,  
a green grid of wide walkways will link the 
urban areas to the peripheral nature parks at 
the four points of the compass. 

There will also be sustainable management of 
rainwater, through the creation of balancing 
tanks and the use of surface water draining 
systems, limiting the waterproofing require-
ments of the urbanised areas. Lastly, the new 
districts of Val d’Europe will implement  
a general energy-saving objective, particularly 
in enhancing the use of renewable energies, 
including geothermal energy, and by including 
heat efficiency requirements in building 
contract specifications, with the aim of obtai-
ning BBC (low energy consumption building) 
and THPE (very high environmental efficiency) 
certification.

This environmental strategy is completely  
integrated into our approach as developer of  
Val d’Europe, both in terms of urban develop-
ment and the economic development of the 
area. We strongly encourage the businesses 
and services moving to the Paris-Val d’Europe 
Business Park to respect high environmental 
standards. To this end, this site will be home to 
the future Data Park 1 by Galileo Connect, 
which will be one of the biggest in Europe. It 
wil l  eventually have some 24,000 m2 of 
computer rooms (equally distributed across 
three buildings). 

To follow on from the construction by 2012 of 
the headquarters of the CCI Seine-et-Marne 
bank (5,000 m², HQE - high environmental  

efficiency – certification) and of SIMT-Service, 
an occupational health company (3,000 m², first 
private positive-energy building in Marne-la-
Vallée), this Data Park is a fresh example of the 
environmental approach that applies in the 
business park. It will be connected to the 
heating network designed and built by Dalkia 
France in collaboration with the Val d’Europe 
local authority (SAN). 90% of this network  
will run on recycled energy that is clean and 
sustainable: the heat given off by the computer 
equipment will be captured to heat the offices 
and business premises of the Paris-Val  
d’Europe Business Park, plus the future swim-
ming pool to be built by the SAN and designed  
by Marc Mimram.

CREATING AN INNOVATIVE 
TOURIST COMPLEx  
FOCUSED ON REDUCING  
ITS ENVIRONMENTAL IMPRINT 
AS MUCH AS POSSIBLE  

Through Villages Nature we wish  
to create the tourism model of 
the future. It is a shared project, 
carried together in a partnership 
between Euro Disney and the 
Pierre et Vacances Center Parcs 
group. This innovating resort desti-
nation, for short and medium length 
stays, that draws on an exceptional set of 
infrastructures and targets a wide potential  
of guests, should open in 2015. Its concept  
is based on the harmony between Man and 
Nature, and around a number of fun and 
educational activities, and on the imple-
mentation of sustainable development 
principles at the heart of its operating 
mode.

To make Villages Nature a reference in 
European eco-tourism, the two partners 
have followed the “One Planet Living” metho-
dology developed by BioRegional and WWF 
International. This involved drawing up  
a Sustainable Action Plan, based on 10 key 
measurable targets and will allow them to aim 
at reducing the ecological footprint of the 
resort at the maximum, ensuring social respon-
sibility, and developing synergies with the local 
communities.

To achieve such a promise, over 90% of Villages 
Nature’s surface area will be made up of green 
spaces – indeed, the land use ratio will not 
exceed 10%. Furthermore, the destination’s 
needs in heat will be provided by a geothermal 
source located 1800 meters deep, thus 
allowing Villages Nature to tend towards  
a “zero carbon” target. An active waste treat-
ment policy will also be encouraged, with strict 
prevention action and selective sorting. Local, 
organic, seasonal food produce will be grown 
on site, which should also allow the region’s 
farmers to be fully associated to the project.  

Villages Nature will offer its guests new expe-
riences centered on water, gardens, footpaths 
and horse-back riding trails, an organic farm, 
exploration trails, as well as culinary events and 
season-based festivals. The entire resort will tell 
a coherent “story”, developed around Europe’s 
largest water park and its 3,500 m2 geothermal 
lagoon, the icon of the destination. It is yet 
another expression of the interaction between 
Man and Nature, where the latter will be so 
omnipresent in the architecture of the site that 
any given area will look different from one 
season to the next, whether in the forest villages 
or the waterside communities. 

The aim is for nature to be integrated into the 
very architecture of the buildings, with for 
example, green roofs and walls.
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1,603 
TONS Of RECYCLED CARDbOARD

80% 
LESS WATER bOTTLES  
fOLLOWING THE INSTALLATION 
Of 342 WATER fOUNTAINS 
THROUGHOUT THE SITE

8%
LESS PAPER USED  
IN THE OffICES AND 

75% 
Of CERTIfIED PAPER  
IS 100% RECYCLED 

Our Company Transport Plan, drawn up in 
2009, highlighted the importance of continuing 
to encourage our employees to limit their car 
journeys and favour car-pooling. We started 
promoting this in 1996, and 2010 saw the 
launch of a fun and free to use website to put 
people interested in car-pooling in touch with 
each other. A win-win initiative for the environ-
ment and their wallets! 

We also launched a Carbon Footprint study 
(using the Bilan Carbone® method) of our 
entire resort last September, the conclusions of 
which will help us to better understand our 
impact in this area, and put in place an action 
plan to reduce emissions.

We achieved encouraging results in 2010 

with the Green Standard  
thanks to the actions of our Cast Members.

In the area of energy conservation we strive to 
find the most suitable solutions while maintai-
ning the quality of the experience for our 
guests. We are starting to see the first effects 
of the company policy launched in 2009 under 
the title of “Make the Switch!” and also of the 
energy performance analysis of our buildings, 
on stage and backstage. Whether it’s refitting 
100% of the lamps in our hotel rooms with 
low-energy bulbs, installing more efficient 

hand dryers that consume less energy throu-
ghout the resort, or anticipating energy needs 
at the construction stage of the new Toy Story 
Playland, the entire company has kept our 
medium- to long-term objectives in mind. 

In 2010, we also started to implement new 
thermostats in our hotel rooms, at a rate of  
500 rooms per year.

GOAL • By 2013: Reduce electricity consumption by 10% versus 2006

GOAL •  By 2012: Begin implementation of Greenhouse Gas Emissions reduction 
programme based on Carbon Footprint diagnosis

ENERGY

GREENHOUSE GAS EMISSIONS

ENCOURAGING 
RESPONSIbLE  
bEHAVIOUR

Our role also involves encouraging our Cast 
Members to adopt responsible behaviour 
regarding the protection of the environ-
ment. With the international Green Standard 
programme launched in 2008 by The Walt 
Disney Company, we are raising awareness 
and also providing our Cast Members with 
the means to reduce the impact of our acti-
vity on the environment. We are also 
encouraging our guests to do the same,  
in particular by recycling cans and plastic 
bottles in the Walt Disney Studios Park.

We firmly believe that environmental  
protection concerns us all. Prevention and 
awareness-raising activities are therefore 
essential and are integrated into our projects 
at their inception.

Minimizing our Environmental footprint 2010 Annual Review

Of THE ELECTRICITY USED AT DISNEYLAND PARIS  
COMES fROM RENEWAbLE SOURCES15%

MWH Of ELECTRICITY USED193,252
MWH Of NATURAL GAS USED111,091

20072006 201020092008

15,3
13.2 13.1

12.8
12.9

12.9 kWH/ 
GUEST/DAY 
IN 2010
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CoRpoRate  
GoveRnanCe
of euRo disney s.C.a.

Under French law,  
in the structure of  

a société en commandite 
par actions, the Gérant 

and the Supervisory 
Board both have  

distinct roles.
 The two other 

components of the legal 
structure of a société  

en commandite  
par actions are the 

general partners and  
the limited partners. 

The ManageMenT CoMpany  
(The “geranT”)

The role of the Gérant of a société en comman-
dite par actions is to manage the Company  
in the Company’s best interests. 

The SUperviSory Board

The role of the Supervisory Board is to monitor 
the general affairs and the management of the 
Company in the best interests of the Company 
and the shareholders, as well as to monitor the 
transparency and quality of the information 
communicated to the shareholders. 

The Euro Disney S.C.A. Supervisory Board 
Members’ Charter sets out the fundamental 
obligations to which the members of the Board 
must abide. 

Two Committees have been created within the 
Supervisory Board of Euro Disney S.C.A.:

•  A Financial Accounts Committee (Audit 
Committee), created in 1997, is composed of 
three members of the Supervisory Board, 
namely Mrs. Valérie Bernis, Mr. Philippe 

Geslin and Mr. Anthony Martin Robinson. In 
particular its role is to review the Company’s 
financial information, internal control  
procedures and internal and external audit 
functions, on behalf of the Supervisory 
Board.

•  A Nominations Committee, created in 2002, 
is currently composed of two members of 
the Supervisory Board, namely Mr. Philippe 
Labro and Mr. Thomas O. Staggs. Its role is 
to assist the Supervisory Board in the search 
and selection of new members of the Board 
and to review unsolicited applications. 

The general parTnerS

The general partners have unlimited liability  
for all the debts and liabilities of the Company. 

The liMiTed parTnerS

The limited partners are the shareholders.  
The shareholders are convened to the general 
meetings of shareholders, held at least 
annually, and deliberate in accordance with the 
prevailing legal and regulatory requirements.

Euro Disney S.C.A., the holding company of the Group and 
Euro Disney Associés S.C.A. with EDL Hôtels S.C.A., the two 
operating companies of Disneyland Paris are all French société 
en commandite par actions. 

the MeMbeRs of  
the supeRvisoRy boaRd
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Antoine Jeancourt-Galignani
Chairman of the Supervisory Board. 
Currently a member of the board of 
directors of Kaufman & Broad S.A.

Valérie Bernis
Member of the Financial Accounts 
Committee. Currently a member  
of the Executive Committee of GDF 
Suez, in charge of Communications, 
Financial Communication and 
Corporate communication. 

Gérard Bouché
Currently the owner and operator  
of the E. Leclerc Shopping Centre  
in Coulommiers, the Boutigny Golf 
Course (Seine-et-Marne, France) and 
CEO of Bouché Distribution S.A.S.

Michel Corbière
Currently the CEO of the Forest Hill 
Group and the Aquaboulevard  
de Paris Company.

Philippe Geslin
Chairman of the Financial Accounts 
Committee. Currently holds various 
corporate positions and board 
memberships in financial institutions 
and major companies.

Philippe Labro
Member of the Nominations 
Committee. Currently Project 
Director, Design and Operations  
of Labrocom S.A.R.L. and Vice 
President of Direct 8.

James A. Rasulo
Currently Senior Executive Vice 
President and Chief Financial Officer 
of TWDC.

Anthony Martin Robinson
Member of the Financial Accounts 
Committee. Currently Executive 
Chairman of Center Parks (UK) Ltd.

Thomas O. Staggs
Member of the Nominations 
Committee. Currently Chairman  
of Walt Disney Parks & Resorts  
for TWDC.

for further information  
on Corporate Governance,  
refer to the Reference document.

MiChel 
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philippe 
Geslin

philippe 
labRo

JaMes a. 
Rasulo

anthony
MaRtin 

Robinson 

thoMas o. 
staGGs

antoine 
JeanCouRt-
GaliGnani

valéRie 
beRnis

GéRaRd 
bouChé
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GROUP 
STRUCTURE

HOLDING COMPANY

EURO DISNEY S.C.A.

Euro Disney S.C.A. is the holding company of 
the Group and is listed on Euronext Paris.  
Its main asset is its investment in 82% of the 
share capital of its subsidiary, Euro Disney 
Associés S.C.A. (“EDA”). The general partner 
of Euro Disney S.C.A. is EDL Participations 
S.A.S., an indirect subsidiary of The Walt 
Disney Company (“TWDC”) and the gérant  
of Euro Disney S.C.A. is Euro Disney S.A.S., 
which is also an indirect subsidiary of TWDC. 
Mr Philippe Gas is the Chief Executive Officer 
of Euro Disney S.A.S.

OPERATING COMPANIES

EURO DISNEY Associés S.C.A. (“EDA”) 

EDA operates the Disneyland® Park and  
the Walt Disney Studios® Park, the Disneyland® 
Hotel, the Disney’s Davy Crockett Ranch® and 
the Golf Disneyland® and manages the real 
estate segment of the Group.

Euro Disney S.C.A. holds 82% of EDA’s share 
capital. The remaining 18% of EDA’s share 
capital is held by two indirect subsidiaries  
of TWDC: EDL Corporation S.A.S. and Euro 
Disney Investments S.A.S. The general partners 

of Euro Disney Associés S.C.A. are Euro Disney 
Commandité S.A.S., a French wholly-owned 
subsidiary of  Euro Disney S.C.A.,  EDL 
Corpora t ion  S .A .S .  and  Eu ro  D i sney 
Investments S.A.S., both of which are French 
wholly owned subsidiaries of TWDC. The 
gérant is Euro Disney S.A.S.

EDL Hôtels S.C.A.

EDL Hôtels S.C.A., a wholly-owned company 
of EDA, operates all of the Disney Hotels 
(except the Disneyland Hotel and the Disney’s 
Davy Crockett Ranch), and Disney Village. The 
General Partner of EDL Hôtels S.C.A. is EDL 
Hôtels Participations S.A.S., a French société 
par actions simplifiée and a wholly owned 
subsidiary of EDA. The gérant of EDL Hôtels 
S.C.A. is Euro Disney S.A.S. 

 fINANCING COMPANIES

Effective 1 October 2003 (first day of fiscal year 
2004), the Financing Companies described 
below were included in the group consoli-
dated reporting (see Section B.3 “Consolidated 
Financial Statements”, note 3.1 “Significant 
Accounting Policies” of the 2010 Reference 
Document for more details).

PHASE IA FINANCING COMPANY 

The Phase IA Financing Company, Euro 
Disneyland S.N.C., a French société en nom 
collectif, owns the Disneyland Park and leases 
it to EDA. The partners of the Phase IA 
Financing Company are various banks, finan-
cial institutions and companies holding an 
aggregate participation of 83%, and Euro 
Disneyland Participations S.A.S., a French 
société par actions simplifiée and an indirect 
wholly-owned subsidiary of TWDC, holding  

a participation of 17%. The Group has no 
ownership interest in the Phase IA Financing 
Company. The Phase IA Financing Company  
is managed by a management company, 
Société de Gérance d’Euro Disneyland S.A.S., 
an indirect wholly-owned subsidiary of TWDC.

PHASE IB FINANCING COMPANIES

The Phase IB Financing Companies are incor-
porated as French sociétés en nom collectif, 
and are governed by the same principles  
as the Phase IA Financing Company. Each  
of these companies (i) rents the land on which 
the related hotel or Disney Village, as the case 
may be, is located, from EDL Hôtels S.C.A.,  
(ii) owns the related hotel or Disney Village, as  
the case may be, and (iii) leases the related 
hotel or Disney Village, to EDL Hôtels S.C.A. 
The partners of the Phase IB Financing 
Companies are various banks, financial institu-
tions or other that are creditors of the Phase IB 
Financing Companies. The Group does not 
own any participation in these Companies. The 
management company of each of the Phase IB 
Financing Companies is EDL Services S.A.S.,  
a French société par actions simplifiée and  
a wholly-owned subsidiary of EDA.

centre de conGrès NEWPORT S.A.S.    

Centre de Congrès Newport S.A.S., a French 
société par actions simplifiée and indirect whol-
ly-owned subsidiary of TWDC, entered into  
a ground lease with EDL Hôtels S.C.A. pursuant 
to which it financed and acquired the Newport 
Bay Club® Convention Center and, since 
completion, leases it back to EDL Hôtels S.C.A. 
with an option to repurchase such assets.

THE GROUP INCLUDES  
THE fOLLOWING COMPANIES:

*including the 10.0% held by the HRH Prince Alwaleed

Parc Disneyland®

Parc Walt Disney Studios®

Disneyland® Hotel

Disney’s Hotel New York®

Disney’s Sequoia Lodge®

Disney’s Newport Bay Club®

Disney’s Hotel Cheyenne®

Disney’s Hotel Santa Fe®

Disney’s Davy Crockett Ranch®

Centre de Congrès Newport Bay Club

Disney® Village

Golf Disneyland®

EURO DISNEY  
CONSOLIDATED  
GROUP OPERATES

2010 Annual Review
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EURO DISNEY
AND ITS SHARE

The Investor Relations team is the first point of contact  with the financial 
community as a whole. Their mission is to proactively provide timely  

and insightful financial news flow to external stakeholders. It provides 
the direct link between the analysts and investors who follow  
the Company or who are looking for information to support their 
investment decisions.  The team is also in contact with individual 

shareholders. It answers questions about the Company, its financial 
performance and its strategy. 

61

INVESTOR RELATIONS

Investor Relations is part of the Finance team 
and reports directly to the Chief Financial 
Officer. The Investor Relations team partners 
with Corporate Communications to develop 
and prepare the financial communication 
regarding the Group including all Earnings 
Releases, the Annual Report, the Annual 
Shareholder’s Meeting, the Shareholder’s Club 
Newsletter as well as managing the Investor 
Relations section of the corporate website.  
It also organizes events on the resort and takes 
part in or runs conferences for analysts, current 
and potential investors. 

RELATIONS WITH INDIVIDUAL 
SHAREHOLDERS

The Group is committed to giving time, respect, 
information and energy to its shareholders and 
has multiplied the platforms for communication 
with them via The Shareholders Club.

In addition to the information available on  
the corporate website, the members of  
The Shareholders Club receive a regular email 
newsletter with information on the Company 
and news about Disneyland Paris and The 
Shareholders Club. They also receive the quar-
terly newsletter.

The Shareholders Club also offers its members 
a number of advantages. They are entitled to 
reductions in the shops, restaurants and hotels 
of our resort. In addition, special events are 
organized exclusively for the members of The 
Shareholders Club.

To provide additional interaction between the 
individual shareholders and the Company’s 
Management, a number of roundtables were 
organized in fiscal year 2010.These meetings 
provided an opportunity for members of the 
Shareholders Club, gathered in small groups, 
to exchange their ideas and comments with 
the senior management of Euro Disney S.C.A. 

These informal discussions will be organized 
again in fiscal year 2011.

EURO DISNEY S.C.A. ONLINE

The financial community and individual share-
holders can find a wide array of financial 
information on the Group by visiting the 
website of Euro Disney S.C.A. They will find all 
the financial information published by the 
Company, the market price of the Euro Disney 
S.C.A. share, information on corporate gover-
nance, the Shareholders Club newsletters  
as well as other news published about the 
Company. The members of the Shareholders 
Club also have access to their own new 
Shareholders space on line. They may register 
on line, and are also able to renew their 
membership, register for Club events and 
update their personal data as needed.

SHARE PRICE EVOLUTION

Source: Euronext

SHARE PRICE COMMENTS
Since May 26, 2010, Euro Disney S.C.A. share is eligible to participate in the “long-only” segment 
of the Deferred Settlement Service (SRD “long-only”). Indeed, following the extension of the 
Deferred Settlement Service initiative of NYSE Euronext, all shares traded continuously  
on EURONEXT Paris with an average daily trading amount of at least €100,000 are admitted to  
the “long-only” segment of the Deferred Settlement Service since May 26, 2010.

*  Via its wholly-owned subsidiary, EDL Holding Company LLC
**  Via Kingdom 5-KR-134 Ltd et Kingdom 5-KR-11 Ltd, companies 

whose share capital are held by trusts for the benefit of HRH 
Prince Alwaleed and his family.

 39.8% The Walt Disney Company*
 10.0% Prince Alwaleed**
 50.2% Others shareholders

50.2%

10.0%

39.8%

SHAREHOLDING STRUCTURE

EURONExT
PARIS
38,976,490
SHARES
(Nominal value: €1 per share)

EUROLIST SEGMENT
b (MID CAPS)
MARkET INDExES
CAC MID & SMALL 
190 Sbf 250

MNEMONIC  
EDL
ISIN CODE
fR0010540740

CONTACTS
INVESTOR  
RELATIONS 
Tel: +33 (0)1 64 74 58 55
fax: +33 (0)1 64 74 56 36

SHAREHOLDERS
RELATIONS
from 9:00 a.m. to 5:00 p.m. 
(local time)
from Monday to friday 

-  by telephone: 
00 800 64 74 56 30*

-  by e-mail:  
dlp.actionnaires@disney.com

-  by fax: 
+33 (0)1 64 74 56 36

(*) Free number from a ground line and national 
operators from France, Germany, the United 
Kingdom, Belgium, the Netherlands, Spain  
and Italy. From other countries, call:
+ 33 (0)1 64 74 56 30 (local rate).
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... with the launching of Disney’s Magic Moments Festival in April. 
Our guests, both young and old, will experience special moments  
with the best-known Disney characters, dance with the Princess of  
their choice, have fun with the main characters of the new Disney generation, 
or share in the adventures of their favourite heroes. Disney Magic will be  
at the heart of these celebrations and our guests will experience plenty of  
new magic moments and go home with twinkles in their eyes!  

2011  
will be the year of emotion...

©Disney, Euro Disney S.C.A. Société en commandite par actions, with a registered capital of e38,976,490  
• 334 173 887 R.C.S. Meaux • Registered office : Immeubles Administratifs, Route Nationale 34, 77700 Chessy, France. 
• B.P. 100 - 77777 Marne-la-Vallée Cedex 4 - France
• Conception and production: SEITOSEI • Photos credits: ©Disney/Pixar
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